nana BOOT «SHOE 
——“ HECORDER 














EVERIT B. TERHUNE, 
President 
Vice-Presidents 
ARTHUR D. ANDERSON 
H. WALTER SCOTT 
BERNARD C. BOWEN 
LAWRENCE F. DUTTON ° 
HUGH M. BOWEN Voice of the Trade 
GORDON SCOTT 
EDITORIAL STAFF P ' 
ARTHUR D. ANDERSON, Exitor Practical Pattern for Men’s Spring Shoes 
RAYMOND L. FITZGERALD, 
Managing Editor 


Art Director and a +4 Manager More Ideas for Christmas 


WEN THOMAS, Associate Editor 
140 Federal Street, Boston, 


HARRY R. TERHUNE, Field Editor : : . . . 
201 Oceano Drive, Los Angeles, Calif. Direct Mail Suggestions for Holiday Promotion 


ELEANOR M. RUTLEDGE 
Fashion Editor 


RUTH HARRINGTON, Fashion Consultant Keep Your Feet on the Ground 


HERBERT B. GOODRIDGE 
Make-Up Editor 


RAYMOND H. GOODRIDGE, News Editor The Editor’s Outlook 
JOHN F. W. ANDERSON, Research Editor 


L. W. MOFFETT, Washington Editor 
1061 National Press Bldg., Washington, D. C. 


Editorial and Executive Offices 
239 West som Street 
New York, N. Y., U.S.A. 


Publication Office ° ° » x 
Chestnutand 56th Sts., Philadelphia, Pa., U.S.A. Displays in Motion Speed Sales of Galoshes 


O.P.1. (Other People’s Ideas) 








Sales Planning and Promotion Clinic 








O- 


Owned and Published by Shoe News 
CHILTON COMPANY 
Incorporated 
Chestnutand 56th Sts., Philadelphia, Pa., U.S.A. . . 
239 West 39th St., New York, N. Y., U.S.A. Conyright 1980 ty Chilten Company (Incorporated) 


OFFICERS AND DIRECTORS 








ADVERTISING STAFF 


Cc. A. MUSSELMAN, President 
E. B. TERHUNE, JR., SAMUEL R. L. F. DUTTON, GORDON SCOTT, 

FRITZ J. FRANK FOGEL, 239 West 39th St., New E. P. LINGHAM, FREDERICK 
Executive Vice-President York, N. Y. Telephone: Penn- A. RUSSELL, 140 Federal St. 
sylvania 6-1100. Boston, Mass. Telephone: Liberty 
FREDERIC C. STEVENS, Vice-President 4460. 

JOSEPH HILDRETH, Vice-President B. Cc. BOWEN, 209 S. State St. pa ee 

GEORGE H. GRIFFITHS, Vice-President Chicago, Ill. Telephone: Wabash (hee eee Da Tole 
EVERIT B. TERHUNE, Vice-President 8058. phone: Sherwood 1424. 


WILLIAM A. BARBER, Treasurer a 
JOHN BLAIR MOFFETT, Secretary MR Louls, Mo, Telephone: Gar. Drive, Los Angeles, Callt. Tele- 
JOHN H. VAN DEVENTER field 3347. phone: W.L.A. 36270. 

JULIAN CHASE 
THOMAS L. KANE 
CHARLES 8S. BAUR ag Ss Cpeutations, Aepecintes Dynes 

G. CARROLL BUZBY apers, Publis every Saturday. Subscription Price: Un 
P. M. FAHRENDORF States and "To tae Bhs der Baka Foreign, 












































BOOT anv SHOE RECORDER, November 25, 1939 


jot Mt 
Eve 


Lovey TO § 
D 


A ert shoe buyers readily see in Tweedies those smart style 
touches that can be converted quickly into sales. With such shoes, made of fine 
materials over perfect fitting lasts, Tweedie dealers really have a plus-value that per- 
mits a anne and profitable mark-up . . . Tweedies . . . lovely to ook at... delight- 
ful to wear . viiiliad ble to sell. 


TWEEDIE ROOTWRAR CORPORATION, JEFFERSON CITY, MO. 


Shoe illustrated is style 
2572-1 


Atcurine footwear FOR YOUR CHOICE CUSTOMERS 
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SOUTHWARD Ho the travelers 
go! All one has to do is to see the 
ships tied up at the piers in North 
River, New York, to realize that 
the war has its repercussions, its 
wastes and its interruptions. Talk 
to a taxi man who covers the water- 
front and he will say: “There'll be 
no new shoes for me this Winter 
because this old hack of mine is 
allright for the bewildered traveler 
getting off the boat but not so good 
for traffic in the “Roaring Forties.” 
The employees of the shipping 
houses are looking for jobs every- 
where. 

But that doesn’t mean that the 
zest for travel has been removed 
from the American man, woman 
and child. It simply means that 


they won’t go to sea, or at least 
the seas that are disturbed with 
U-boats, bombs and other messy 
things. 

So, if you have a shoe store south 
of the Macy-Gimbel Line — and 


when we say south we mean “souf” 


——get ready for hundreds and hun- 
dreds of Americans who are going 
to Florida for the sun, the shore 
and the style in the months of De- 
cember to May. Already the book- 
ings for train and hotels are near 
to capacity. 

There’s a double importance to 





this exodus from the snow belt to 
the sun belt because every mer- 
chant in America is_ thinking: 
“What will capture the imagination 
of the American public in sport 
shoes, sandals and extras in 1940? 
Is it platforms? Is it woven? Is it 
heel-less—toeless? What will it be? 
Will the motif be Mexican or Pata- 
gonian? Will the color he cocoa 
beige or sun red?” 

The first harbingers of style that 
sing a song of sales will be hailed 
the country over as something new 
for shoe selling everywhere next 
Summer. Fortunate the merchant 
who has the right store, in the right 
part of the South—because he 
should get a windfall. Because of 


[15] 


the importance of atmosphere in 
shoe selling, everybody is reluctant 
to lose that phrase “cruise clothes 
and cruise footwear.” There is a 
real possibility that an organized 
promotion of cruises. under the 
American flag, will be developed to 
put shipping to sea again. They are 
trying, in New York, to turn the 
great French Liner, the Normandie, 
into a night club because, after all, 
$5,000 a week for dock storage is 
“beaucoup faucs” to a nation in 
war over there. 

Your marine reporter now sign- 
ing off until the first news comes 
from some southern merchant. | 
think we had better say no more on 
the subject because clerks and shoe- 
string merchants are moving south 
to get ready for the swarm of pay- 
ing guests expected in hundreds 


and hundreds. 





WAR in Europe, hide and skin 
markets galvanized by the threat of 
interrupted supplies, military de- 
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mand, higher prices. Tanner and 
shoe manufacturer are helpless to 
stem the tide. They do not and 
cannot control world markets. And 
hide and skin prices are set in world 
markets, in the bazaars of India, in 
South America, Australia, Europe 
and ‘Africa, to say nothing of the 
stockyards of Chicago. But when 
leather moves up under the pressure 
of international forces, shoes must 
also advance. Do Mr. and Mrs. Joe 
Doe know these facts? 

The consumer can learn the facts 
only from the man at the last out- 
post of the shoe industry, the man 
behind the fitting stool. Here’s 
where Doe and Roe, 130 million 
strong, meet the retailer, manufac- 
turer and tanner. Here is the most 
vital point of contact between the 
industry and its ultimate con- 
sumers. In a critical period when 
the current of price runs swiftly, 
the responsibility of the shoe indus- 
try for presenting the facts to the 
consumer is unmistakably clear. No 
one can bridge the gap more effec- 
tively than the man behind the fit- 
ting stool, the man who represents 
the shoe industry to the consumer. 


OTHER WORDS — € BEEN 
P GETTING AWAY WITH TT FOR YEARS! 


-_ 








What must the retail salesman 
know? What vivid and graphic 
facts does he command with which 
to answer the consumer’s spoken 
and unspoken questions? Here are 
a few things he should know: 

“No, we don’t import much 
leather in this country. As a matter 
of fact, American leathers are the 
finest in the world and we make 
practically all we need. But we 
need an awful lot. Enough for 
about 400 million pairs of shoes a 
year. We do have to import many 
hides and skins from which leather 
is made. Most of us don’t realize 
that as the biggest shoe and leather 
country of the world, we have to 
import 50 or 60 million hides or 
skins a year.” 

“The United States draws upon 
the supply of countries in every 
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—The combined net earnings this 
past year of the leading meat 
packers of the country were some- 
what less than $25,000,000. The 
net earnings of Coca-Cola Com- 
pany alone were over $25,000,- 
000. 


** * 
—A pair of men's shoes (2 shoes) re- 
tailing for $5.00, $7.50, $10.00 or 
what have you, requires over 200 
separate operations in making 
and consists of approximately 25 
separate materials. A man's hat 
(1 hat) retailing for the same 
prices, requires only 18 separate 
operations and consists of six sep- 
arate materials. 
** * 
—There are less than a dozen shoe 
manufacturing concerns in this 
country that make net earnings 
equal to those of the irresistible 
little wooden dummy known as 
Charlie McCarthy. 


—Whaet constitutes real values any- 
how? 


6 


President 





continent, to our shores there move 
annually an incessant stream of 
cattlehides, calfskins, goat and kid- 
skins, sheepskins, horsehides, deer- 
skins, kangarooskins, sealkins, and 
numerous other kinds of animal 
epidermis. 

“Naturally, the war affected some 
of our sources of supply. Some 
nations embargoed the export of 
hides or skins because they con- 
sidered them essential military re- 
sources. In other parts of the world 
shipping restrictions and increased 
freight costs made the price of the 
raw material used for leather go up. 
Tanners have no say in the matter 
and neither do shoe manufacturers. 
All they can do, and they’ve done 
that, is keep their head, producing 








as economically as possible and 
pass the savings on to the con- 
sumer. 

“Let’s not forget, that these shoes 
at this price represent value with 
one great big “V’. Back in the ’20s, 
a pair of shoes like these couldn’t 
be bought at anywhere near this 
price. On the average the price of 
comparable shoes today is almost 
30% less than ten years ago. You're 
not paying much more for these 
shoes than you did back in °32 or 
*33 when the bottom dropped out of 
everything. This slightly higher price 
that has come as the result of the 
war and world-wide factors still 
leaves shoes very cheap relatively. 
A dollar buys a lot of shoe.” 

ca - * 


E. MILLER & SONS employees 
staged their twenty-second annual 
frolic recently. Headliners of the 
stage and screen entertained. It 
was a friendly party by a family of 
workers who have solved some of 
their own welfare problems. 

For example, the Millerites (the 
official name of the incorporated 
society) give members free medical, 
dental nursing, sick benefit and a 








liberal death benefit. They have a 
staff of seven physicians on call— 
two in Manhattan, one in the 
Bronx, two in Brooklyn and two in 
Queens — whose services are ever 
available to the Millerites and de- 
pendent members of their family. 
Some 2,000 calls were made last 
year. In sickness and convales- 
cence, the Millerite is the recipient 
of books, flowers, messages and 
visits of good cheer. A loan and 
savings division is conducted and 
the moneys come principally from 
dues. 

As a result, the annual beefsteak 
is a gala social event for the em- 
ployees and their many friends 
among manufacturers, tanners and 
suppliers. 


LEVERETT H. SALTONSTALL, 
Governor of Massachusetts, was the 
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guest of honor at the first meeting 
of this season held by the Boston 
Boot and Shoe Club in the Copley- 
Plaza Hotel, Boston, on November 
15. New England industry is grow- 
ing, the governor said, pointing to 
the fact that since January 1, 100 
new industries have been launched 
in this state (with more to come). 
This means, he said, a decrease in 
the ranks of the unemployed. 
Government in this state, he ar- 
gued, can most effectively help es- 
tablished industry and encourage 
new industry by keeping taxes as 
low as possible. Economies which 
his administration have achieved 
include a reduction in operating 
expenses despite the fact that, 
charged against the total state in- 
come, is the sum of $18,000,000 
which will have been paid off on 
the state debt of some $40,000,000 
by the end of 1940. The governor 
cited reorganizations effected in va- 
rious state departments as one of 
the factors contributing to this de- 
creased burden on the tax payer. 
At the end of the meeting, the 
governor was presented with a trav- 
eling case by Francis B. Masterson, 
club president. 
a 


. . 


THE low price handbag field is a 
growing one. A bag a month is no 
uncommon sale to the young lady 
who struts her style. Both an eco- 
nomic and fashion function is 
served by materials used in that 
field. 

Zapon Division, Atlas Powder 
Company, Stamford, Conn. has an- 
nounced the creation of a new simu- 
lated patent leather fabric which is 
to be marketed under the trade 
name PATENEL. The result of 
countless experiments and years of 
research, PATENEL supplies a long 
felt need in the handbag, luggage 
and leather goods industry. It pos- 
sesses a high lustre, is supple at 
extremely low temperatures and 
the surface is highly resistant to 
scratches. It also adapts itself to 
draping, pleating, folding and sew- 
ing without losing any of its fine 
qualities. 

WR. ARTHUR J. May, professor 
of history at the University of 
Rochester, who has just returned 


from a visit to the land where Stalin 
rules, told members of the City 
Club of Rochester that scarcity of 
shoes is the most striking charac- 
teristic of the country. 

“In the rural districts during 
August I found that most of the 
natives wore no shoes at all,” said 
Dr. May, “but that was also true of 
other sections of eastern Europe. 


“Some persons wore cloths over 
their feet, while others had pieces 
of cloth fastened to their feet with 
leather thongs. In the cities they 
wear sneaks or white canvas shoes. 

“The soldiers wear Stiefel boots 
—boots with tops which come 
nearly to the knees of the wearers. 

“Good shoes are seen on only 
five classes of people in Soviet 
Russia. They are prominent Soviet 
officials, secret police, soldiers, im- 
portant managers and members of 
their families, and foreigners. 

“The rest of the people — the 
great majority—wear shoes of the 
poorest quality, and that is why 


~~ 


Ses 


soe 


Russians always look at your shoes 
if they seem to be good quality.” 

Shoe prices are high in Russian 
stores. He sold a used pair of shoes 
in one of the stores, getting enough 
money to take him for considerable 
distance on his journey through 
Russia. 

A crowd of forty persons gath- 
ered about to watch the transaction 
and get a good view of the Amer- 
ican shoes. 

a * * 

FOUR brothers—George A. Hill, 
Lawson T. Hill, Clark B. Hill and 
Richard C. Hill—are actively en- 
gaged in the business which was 
started twenty years ago—Septem- 
ber, 1919—Hill Bros. Company. 
They began operations with the 
idea of keeping costs down by 
standardizing production and con- 
fining their output to as few lasts 
and patterns as possible. They 
elected to sell, at that time, only to 
a few large buyers. During the in- 
tervening years they have found 
profit in expanding their market 
gradually and shifting from their 
first policy to one of selling a large 
number of smaller retail accounts, 
giving these accounts their choice 
of a wide line of lasts, patterns and 
leathers. Thus, broadening the field, 
they found friends everywhere—for 
there is also safety in numbers. 
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A cross section of Spring sport 
shoes. Classic combination from 
FLORSHEIM SHOE CO.; A 
punched through wing tip by 
JARMAN, GENERAL SHOE 
CORP. The new Scotch tip on a 
combination, and an _ interesting 
ventilated shoe, both Roblee 
Shoe from BROWN SHOE COM- 
PANY. The huarache principle 
applied to a perforated country 
shoe from ROBERTS, JOHNSON 
& RAND. Note the interesting 
way in which upper is attached 
to the sole. 


Three fabric shoes show the im- 
portance of mesh and gabardine. 
Left to right: FREEMAN SHOE 
CORP., C. H. ALDEN, and ED.- 
WIN CLAPP & SON, INC. 


PRACTICAL 
PATTERNS For MEN’S SPRING SHOES 


FFOR the past three years our first impression of the 
Spring shoe sample lines, particularly among the sport 
shoes, has made us rub our eyes and wonder where all 
the novelty patterns were going to lead us. Each succeed- 
ing year could be depended upon to bring forth its crop 
of radical patterns. It is true that last year’s Spring lines 
did not have the high percentage of them which some of 





the previous years displayed, but there were plenty of trick 
shoes to be found and we did not have to search very fa: 
to find them. 

Those merchants who were able to take the foreign in 
vasion of recent years in their strides have little to fea 
what this Spring will bring forth. Whether it be the con 

[TURN TO PAGE 48, PLEASE 





Estective, Simpler Patterns Depend 


on Richness of Materials for Their 


Basic Appeal 


by JOHN REILLY 


Street shoes carry over Fall influence. 
Antiqued brogue from NUNN-BUSH 
SHOE COMPANY; and Sharkskin, a 
new treatment in a blucher from 
EDWIN CLAPP & Son, Inc. 








a: a Pom d 


Accessories from 
SAMBROOKS, 
Lid. New York. 


Fabrics courtesy 
SCH ANZ, INC. 








New treatments for sport shoes 
4 novel ghillie lacing arrange- 
ment from PETERS SHOE COM- 
PANY. Wing tip applied to a 
monk shoe by JARMAN, GEN- 
ERAL SHOE CORP. Brown and 
sand combined in a smart all-pur- 
pose Summer shoe, from FREE 


MAN SHOE CORP. 


i cross section of Spring street 
shoes showing the influence of 
brogue details. Left to right: A 
custom model from House of 
Crosby Square; an _ interesting 
blucher treatment from W. 

DOUGLAS SHOE CO. A custom 
brogue from E. T. WRIGHT & 
CO., INC. and the new heavily 
perforated square wing tip from 


W. L. DOUGLAS SHOE CO. 
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Fourth Section of a Four-Part Premetion Pro- 


gram, Including Ideas for: 


Store Decorations and Merchandise 
Displays 


Christmas Window Backgrounds 


Newspaper Adcertising. Layouts and 
Copy 


Direct Mail and Cireular Ideas 


The above letter, with gift suggestions illus- 

trated in the margins might be sent to men 

customers. The Santa head identifies it with 
the rest of your Christmas promotion. 


DIRECT MAIL SUGGESTIONS 
FOR HOLIDAY PROMOTION 


AMONG the shoe store’s regular customers will be If a circular or folder giving a general list of gift 
found the best prospects for Christmas gift sales, and suggestions is accompanied by a note announcing the 
one of the best ways to remind them that yours is a event, extra copies of the folder can be made to use 
gift store is through direct mail. In the first article as package enclosures throughout the season at very 
of this series we suggested a Customers’ Gift Week, small additional cost. Put them on a different colored 
November 18 to 25, with an announcement or illus- paper. 

trated circular to be sent to the customer list. Another reminder that would be hard to overlook 


CI ED { SLIPPERS oa a . 
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by R. E. ANDRUSS 


te 
—— 


Simple, inexpensive folder—for printing or 

multigraphing—is made from 8% x 11 sheet 

(letterhead size) folded twice. The checking 

list can be used to hand to customers in the 
store. 


is a series of four post cards that can be printed at 
one time, cut apart, and mailed at weekly or ten-day 
intervals. Color should be used if possible to make 
them attractive. Or if offset printing is used, long- 
hand writing and sketches, or pasted-on proofs, can 
be used to get unusual effects. Find out about the sets 
of four government post cards, or you can use the 
imprinted permit. 

An effective postcard idea is that of the written mes- 
sage reproduced in blue in imitation of longhand on 
the left half of the address side of the card, with the 
address in similar handwriting. The reverse of the 
card may have a photograph of gift merchandise with 
brief description below, or a plain ad set up in type, 
with a merchandise cut having a holiday decoration. 
The message might read: 


“Christmas Approaches! 

“Before yo realize it, we'll be caught in the hustle and 
bustle of Christmas gift hunting—that is, all but those who 
wisely shop early and leisurely. Why not come in this week 
for those slippers, hosiery, bags, and other gifts that folks prefer? 

(Signature) 

The second card could carry a “shop in comfort” 
message, and have a general gift list on the back. Then 
could follow a card with “Gifts Folks Like” them: 
“Best liked among Christmas gifts are hosiery, slippers, 
handbags, shoes—and one of the best places to choose 
them is here at (store name), but please come soon, 
while assortments are still quite complete, and while 
you can make leisurely, thoughtful selection.” 

And, finally, “Eleventh Hour.” Copy to read: “Last 


minute shopping is easier here; even hurried choosing 


will result successfully, because here we have the gifts 


that are perennial favorites.” The illustrated letter, 


having a note at the right and a gift list in the left 


margin, is easy to prepare, but one with items all 
around the edges, and the note in the middle might 
get more attention, because it looks different. Such a 
letter might be sent to men: 

“Dear Sir: 

“Why worry about what to give a woman? This year, as 
always, they'll welcome hosiery, the always-popular gift. In 
fact, the MOST welcome gift. You can give one pair or several, 
pay 69 cents or up to $1.50 a pair, as you wish. We haye the 
right shades and weights for wear now, and will exchange, if 
the size you select is not just right. Should you prefer, we 
have bags and buckles, slippers and shoes, and other gifts for 
women that you can select for women without bother or em- 


barrassment. A man will wait on you, if you prefer. 
(Signature) 


A letter-size sheet of paper can be folded twice to 
make a convenient mailing folder, as shown in the 
sketch. The gift list is printed on one side of the 
sheet. On the other side is placed the letter, space for 
addressing, and (on the back of the folder) a Santa 
head or other design that is used in window displays, 
in-store decorations, newspaper ads, with a suggestion, 
“Watch for this familiar friendly face in our newspaper 
ads and in our windows—a pleasing reminder of pleas- 
ing gifts.” The letter might read: 

“Dear Friend: 

“This year most of us will want to give something 
sensible, something useful. Actual surveys made only 
last season confirm the revolt against useless do-dads, 
and a distinct preference for gifts than can be worn. 

[TURN TO PAGE 59, PLEASE! 





WE are celebrating our 60th anniversary in the same 
location. 

I first started in the retail shoe business 47 years ago, 
and the store was then located in the center of the retail 
district on one of the busiest streets in St. Louis. 

Today it is out of the heart of the district, on the 
rim of the congested retail area, instead of in the center 
of activity. If we had not taken care of and served our 
customers faithfully over the years, we would not be 
in business today, because of our present location. 

Due to our location, we readily admit our inability 
to compete with the three leading department stores in 
selling “chicken” shoes, which business we feel no one 
store can claim as its own, as “chicken” shoe buyers or 
young girls, say up to 25 years of age, are window 
shoppers and buyers, patronizing the store that has 
shoes in the window at those prices that appeal to them 
most. Therefore my store makes its appeal to the 
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KEEP YOUR 


Charles E. Williams, St. Louis Shoe Merchant, 
Advises Retailers to Avoid Speculation and Out- 
lines Some Practical Suggestions, Based on His 
Own Recollections of the World War and the 
Deflationary Period Which Followed It. From 
an Address Given by Mr. Williams Before the 
Missouri Retailers Association at Its Recent An- 


nual Meeting in Jefferson City, Nov. 7, 1939 


CHARLES E. WILLIAMS 


President, C. E. Williams Shoe Co., 
St. Louis, Mo. 


mothers and grandmothers, leaving the “chicken” shoe 
business to those stores that direct their selling promo- 
tions for this business. 

It is our judgment that the buyer has not yet been 
born who can successfully and properly merchandise 
the so-called “chicken” shoes year in and out as suc- 
cessfully as the more staple styles, which must of neces- 
sity, however, follow closely the general style trend. 

As an incident we have in mind one of our leading 
department stores featuring in their advertising a beau- 
tiful shoe at $18.50. The following week it was priced 
at $13.95, the following week at $8.95. Then it was 
offered at $3.95 and the last six to ten pairs will un- 
questionably be found on the dollar table. And in that 
six to ten pairs will be found part of the cost of the 
entire lot and all the profit, if any. 

We agree that we are not smart enough to merchan- 
dise the so-called “chicken” shoes in any grades profit- 
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FEET ON THE GROUND 


ably. We leave this business to our competitor and con- 
centrate our efforts on attracting the business of the 
mothers and grandmothers. 


THE census report of 1930, which followed the era 
of high prices in every line of merchandise from 1920 
to 1930, showed among other things that in the total 
volume of shoes sold annually throughout the nation, 
only ten per cent of the total volume retailed at $10 
and up and 90 per cent sold for less than $10.00. The 
average price of shoes sold in the nation today is less 
than $3.00. 

It is our opinion that the shoe we retail today at 
$5.00, carrying as it does a very high quality of mate- 
rials and workmanship, is the most popular priced shoe 
we have. The only trade that will keep any firm in 
business over the long period of years is the repeat 
customer and you can only hold this trade by serving 
your customers with quality and workmanship, satis- 
fying them every time they purchase a pair of shoes 
and making sure that they will be glad to come back 
again. 

If either men or women in the downtown shopping 
district wish to buy a pair of shoes in our store they 
will have to pay either $5.00 or $6.00, except for one 
shoe we keep for elderly ladies which is a hand-turned 
nationally known trade-marked line and which we retail 
at $3.50. So the grades in our store range from $3.50 
to $6.00 and this applies to both men’s and women’s. 


TWENTY-SIX years ago the present management of our 
store succeeded to the ownership of a store that had 
been in business in one location for 37 years. We were 
all clerks and employees of previous management. This 
was at the beginning of World War No. 1 and because 
of limited capital we attempted to be extremely conserv- 
ative in our buying. But in spite of every precaution 
and in view of the great demand for footwear at that 
time we wound up the year 1920 with the largest busi- 
ness in our history, a little less than a half million dol- 
lars, and the largest stock of merchandise on hand in 
our history. 

With the horizontal drop of prices at the beginning 
of 1921 and taking our inventory at replacement cost, 
instead of actual cost, we finished with a $15,000 in- 
ventory loss, plus the loss of our profits for 1920, which 
should have been substantial. 

This was the bitter lesson the previous war taught 
us and probably taught all merchants to a greater or 
less degree. 


Neither you nor we have any control of our retail 





RETAIL PRICE POLICIES 
IN A WAR MARKET 


**IT is our policy,” said Mr. Williams in discussing retail 
price problems, “to go with the market, both on the up- 
swing as well as the down trend, carrying only the neces- 
sary normal inventory to serve our trade. If we follow 
this practice we will not have so far to drop when the 
break comes, and it will come as certainly as the sun rises 
and this war comes to an end. 


“This war will come to an end as certain as the sun rises, 
and the greatest engagement of the present war is the 
diplomatic war behind the scenes in an endeavor to stop 
the conflict today or tomorrow if possible. When it does 
stop, the artificial business upturn with which we are con- 
fronted and its resulting increased prices will also stop 
immediately. You will be caught with excessive inventories 
as you were in 1921, unless you protect your buying by 
maintaining normal stocks and not trying to beat the 
market rise. If you do this, you will not have so far to 
drop, nor will you have to take the deep inventory losses 
suffered in 1921. 


“Your customers will not criticize you for raising prices 
when they are justified, provided the increase is not ex- 
cessive. All lines of merchandise will move up together, 
just as they will later drop together.” 





prices as they are set both by our competitors and by 
the manufacturers from whom we buy. It is our policy 
to go with the market, both on the upswing as well as 
the down trend, carrying only the necessary normal in- 
ventory to serve our trade. If we follow this practice, 
we will not have so far to drop when the break comes, 
and it will come as certain as the sun rises and this war 
comes to an end. 

This war will come to an end just as certain as the 
sun rises and the greatest engagement of the present 
war is the diplomatic war behind the scenes in an 
endeavor to stop the conflict today or tomorrow if pos- 
sible. When it does stop, the artificial business upturn 
with which we are confronted and its resulting increased 
prices will also stop immediately. You will be caught 
with excessive inventories as you were in 1921, unless 
you protect your buying by maintaining normal stocks 
and not trying to beat the market rise. If you do this 
you will not have so far to drop, nor will you have to 
take the deep inventory losses suffered in 1921. 

Your customers will not criticize you for raising 
prices when they are justified, provided the increase is 
not excessive. All lines of merchandise will move up 
together, just as they will later drop together. 

[TURN TO PAGE 44, PLEASE] 
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OUTLOOIN 


Put More Effort Into Selling 


ALLL eyes are on the retailer and he is in a position of 
bewilderment. He is wondering what has happened to 
his current retail sales. He expected a strong October 
and November and got perverse weather, more perverse 
customers, which accelerated his calendar fears; be- 
cause the shoe merchant knows that something else takes 
the center of the stage in December. The gee-gaws, gim- 
cracks and fal-de-rol of Christmas giving (usually 
limited to $1.00 per person) capture the public purse 
between Thanksgiving and Christmas. Many merchants 
are therefore putting on mark-down sales to catch the 
customer coin before the public gets down to real seri- 
ous Christmas buying. 

So you see, mark-downs at the moment are more im- 
portant than the “forward” subject of mark-ups. But 
you can’t mark-down sharply enough to catch the pub- 
lic at this time of the year—unless you cut deep into the 
heart of prices. And the pity of it is that you've got to 
do the operations on new merchandise. 

Shoe stores are not so constituted that they can look 
at red ink philosophically month after month. But 
that’s precisely the way department store operation is 
now being conducted. One of the greatest stores in 
America operates a full seven months in the red, begins 
to crawl out in September and when December comes 
around—boy how the money flows in. The number of 
store employees is increased 100 per cent to cover that 
peak. The final push at the end of the year puts the 
business into the black. 

You see by this that retailing is no exact and mathe- 
matical formula. It depends so much upon the versa- 
tility of the business and the volatility of the public. 
Chain stores are resigned to a situation that gives them 
eight months in the black and four in the red but shoe 
retailing in family stores, specialty stores, shoe depart- 
ments, etc., burns up with the heat of indignation when 
it hits an unpredictable slump. 

It is true that in running a retail business you've got 
to keep open every working day of the year. You can’t 
do what is common in manufacturing—-cease operation 
for the slack period. 

We are in no position, nor is anyone else, to give an 
exact definition of the current slump in retailing. There 
is no economic reason for it. It is just one of those 
things that happens in spite of everything. 


by ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


Business men know that recovery is gaining mo- 
mentum. Brookmire Bulletins report: “John Q. Public, 
in the aggregate, is now earning at the rate of 71.9 bil- 
lion dollars per year. This is higher by 6.5 billion 
dollars than the rate of 65.2 billion in May, 1938, when 
the chart showing the present uptrend began.” The long 
view—optimistic; the short view—“jittery.” 

There is definitely an improving tendency in the 
national income but it hasn’t made itself manifest in 
shoe selling at retail. Instead of a war boom psychol- 
ogy, we have had a spasm of claustraphobia, a feeling 
that we are being crowded into our own domestic 
territory. 

What to do about it? Tell and sell like you never 
did before. Certainly we are, at the moment, in a swell 
position in our relationship to the public. John Q. 
Public, his wife and daughter have had no dissatisfac- 
tion because of current price policies and certainly they 
should have enjoyed some satisfactions because of fash- 
ion developments this Fall. 

Too many merchants have gone under the assump- 
tion that the general wave of business in manufacturing 
plants would automatically sweep them along with the 
tide, that nothing more needed to be done than open 
the store, display the wares, fit the public and get the 
money. But so help me, this skittish customer needs to 
be wooed with advertising, originality of displays and 
appropriateness of garb and color. 

If you want the truth of the matter, this Fall season 
opened on a tired note. The merchant had other things 
to worry about than the immediate sale of a pair of 
shoes to a customer. He took the manufacturer’s win- 
dow cards, the cut-and-dried advertising copy sent to 
him and went about his solicitation of public interest 
as though the honeymoon was over and bored family 
routine had begun. In many cases the merchant had 
nothing to say to the public in letters, cards and pub- 
licity than what had been said before. Well, you can’t 
make love nor business without arousing that vital spark 
of interest. 

It is not right for us to review the consequences of a 

[TURN TO PAGE 58, PLEASE] 
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AIR STEP’S NEW CARTON—symbolic of Air Step’s 
modern 1940 merchandising program. 


For Spring, 1939, we gave Air Step 
retailers one of the soundest mer- 
chandising ideas that ever helped 
a pair of shoes walk out the door 


—THE ENSEMBLE IDEA. 


For Fall, 1939, we gave them the 
AIR STEP SHOE DESIGN COMPETI- 
TION, which brought more than 
350,000 Air Step-minded women 


into stores to get entry blanks. 


For 1940, we are planning even 
more of these unusually aggres- 
sive merchandising ideas. It may 
pay you to find out if an Air Step 


franchise in your city is still available. 


Saco Shoe Goumpawry, sanfetnrs 8 Lows 
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“Dated” Overshoes 


Scott Foster, advertising manager 
of the Larocque Department Store 
in Ottawa, Canada, tells us that they 
are now promoting “Dated” Over- 
shoes. “Yes—‘dated,’ just like cof- 
fee or batteries, to provide you with 
unconditional protection — to allow 
you to be certain that you are buying 
this year’s furred overshoes, and not 
last year’s dried-out, styled-out mod- 
els! First in Canada with this ser- 
vice, Larocque’s predict that cus- 
tomer demand will soon make ‘dated’ 
overshoes an accepted item in all 
reliable stores. Look for the dated 
label vulcanized to the inside of our 
overshoes—it is your safeguard of 
quality.” 

Mr. Foster points out the fact that 
the “actual dating of furred galoshes 
is not a mere passing fad .. . it is 
the result of last season’s Rubber 
War when many unscrupulous mer- 
chants sold overshoes at below-the- 
market price, without mentioning the 
fact that these low cost overshoes had 
been carried over from the previous 
season.” 

With so many women being de- 
ceived in regard to the quality of the 
overshoes they were buying last sea- 
son, Mr. Foster reports that the re- 
sponse to their “dated” advertising 
has been most encouraging. “We 
optimistically predict that it may not 
be long before the dating of rubber 
footwear will be accepted everywhere, 
as a feature designed for customer 
protection.” 

* - * 


“Supple as a Willow” 


A heavy-weight shoe with a sturdy 
sole that is as flexible as your light- 
est weight shoe is the theme of the 
window display of Fall shoes in the 
window of the London Character Shoe 
Store in Newark, N. J. 


by JOHN F. W. ANDERSON 


An animated display in the back 
of the window offers convincing proof 
of the flexibility of these shoes. While 
the toe of the shoe remains firm, an 
electric motor turns a shaft which 
goes through the toe of the shoe on 
the off side and agitates a lever which 
raises and lowers the heel of the shoe 
in accurate reproduction of the flex- 
ing of a shoe when it is being worn. 
An interesting and convincing demon- 
stration of the theme “Stout & Sturdy 
as an Oak yet Supple as a Willow.” 

* * + 

“Let our new baby crocodile team 
of shoe-and-bag be your accessories of 
superlative chic for all-day costumes.” 


(Neiman-Marcus, Dallas) 


et 





Harry [. chins 
& 


hat new “little boot" lookina 


sabot pump 


ing new in @ town shoe... @ boot lool, 

+ @ pump's smartness. Of alligator calf, with an 

elasticized band of suede across the instep: a semi- 
heel and « walled toe . . . it ¢ 

town clothes; it costs fer less than you'd 

for such style. In black, brown... 
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WESTLAKE. FIFTH AND PINE J 
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An optical illusion which makes 
the foot look smaller. 


Shoe Style Show 


There’s a woman’s specialty store 
out in Los Angeles that has a display 
window on the second floor. The mer- 
chandise in the window, however, can 
only be seen by pedestrians on the 
sidewalk on the opposite side of the 
street. It was found that very few 
displays were striking enough to catch 
the eye. So the management decided 
to go one step further and put in an 
animated display—in fact, a fashion 
show of human models. 

A platform was constructed—eight 
feet long and three feet wide — and 
level with the lower edge of the win- 
dow. There every week day attractive 
models parade up and down in the 
latest costumes being featured by the 
store and each costume is matched 
with the appropriate footwear. 

The idea is a success as is attested 
by the number of people watching 
from the opposite curb, and the foot- 
wear in particular can be distin- 
guished as is proven by the number of 
definite requests heard in the shoe de- 
partment. 

* * 


One of Each 


When you are promoting slippers 
for Christmas, it is a good idea to 
have all your wares on display. Shoes 
are different. When a customer is buy- 
ing shoes, he will sit down and have 
the clerk show him the different 
models until one strikes his fancy. But 
when shopping for Christmas slip. 
pers, customers are usually in a hurry. 
want to see all the models available 
at once, and usually won’t even wait 
for a fitting. 

For this reason, we. strongly recom- 
mend a slipper counter on the order 
of the one at Bamberger’s department 
store in Newark, N. J. The top of the 
counter slopes toward the front at a 
45 deg. angle. The counter is di- 
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BEST IDEA OF THE WEEK 
A LESSON IN THE THEORY OF DISPLAY 


(Boyp-RicHarpson, Women’s SHOE Deprt., St. Louts) 


O. P. Ideator—“I hear that you are known as the 
‘horizontal-minded’ shoe display man. What does that 
mean?” 


Manager C. B. Wheeler—“I suppose you are refer- 
ring to my merchandising theory that horizontal wall 
shoe displays at each end of the department tend to 
develop at least 60 per cent more sales than vertical 
displays?” 


O. P. Ideator—“Yes, why is that?” 


Mr. Wheeler—“I think that the best example is a 
comparison. Notice, for instance, that vertical display 
of shoes. Your eye will naturally first pick out the 
shoes at eye level. From that point you are apt to 
travel downward, but even if you glance upward, we 
are still not gaining the main point of ‘stepping you 
in.’ Now if you will step over to this horizontal dis- 
play you will see the difference. You will notice that 
you instinctively look at the shoe nearest the outer 
aisle first. Then you glance at the shoe alongside of 
it and so on. And the more you glance to the right, 
the further you subconsciously advance into the shoe 
department. As your eyes move, you move your feet 
so as to keep the shoes focused at the same distance 
from your eyes.” 


O. P. Ideator—“Your ballroom fantasy, so to speak, 


Mr. Wheeler—“Now you see what we mean by ‘step- 
ping in.’ Planned wall displays keep pulling the cus- 
tomer closer and closer to our scene of selling action. 
And once she is in the department, the next step is up 
to us. Take another look at the vertical displays and 
you will see that they also lack another selling at- 
tribute—that is, ‘comparison value’.” 


O. P. Ideator—‘“I suppose you mean the fact that 
the horizontal displays allow the customer’s eye to 
remain on one plane and keep her buying eye tuned 
to the comparison between the different models offered 
on display. In the vertical display the eye must go 


up and down, which is contrary to the natural im- 
pulse of the eye that has been trained to read from 
left to right before attempting to read up or down.” 


Mr. Wheeler—“You are right, and it is that thought 
on which our displays have been built. However, we 
do not put the ban on vertical displays for, as you see, 
we have several in this department because they tend 
to break up the monotony of presentation. But we 
consider horizontal displays as definite ‘MUSTS’ at 
the two entrances to the department. That is where 
we need the greatest concentration of interest to catch 
the customer’s buying eye and lead her to the fitting 
stool.” 


O. P. Ideator—*“It seems to me that your ‘stepping 


is actually a shoeroom seller.” 





in’ plan is ‘stepping out’ to create plus dollars.” 








vided off into sections by half-inch 
wooden moldings—each section the 
width and length of a slipper. Each 
section contains a different model 
slipper, and a price tag fastened onto 
the counter, and the whole arrange- 
ment certainly makes for speed and 
ease in ordering. 
* * * 


Music While You Wait 


Music as an aid to the selling of 
shoes is being tested by a prominent 
New York Shoe Store retailing both 
men’s and women’s shoes. The music 
is of the concert type devoid of an- 
nouncements and advertisements, and 
the preliminary reports are that the 
patrons find the innovation much to 
their liking. 

The management of the store, while 
not yet ready to pass final judgment 
on music as a selling aid, has observed 
that it has a relaxing effect on both 
customers and selling staff. 

Some of the questions they are seek- 
ing to answer are: Does music make 
more pleasant the fitting and selection 
of so personal an article as shoes? 
Does music send the customer away 
in an agreeable frame of mind? Does 
it give the customer a happy recollec- 
tion of his visit to the store? 


Also, does the music enable the 
sales staff to perform its task with 
less nervous strain? Does it set up a 
better relationship between the cus- 
tomer and the salesman? And, in 
the final analysis, does music actually 
help in making sales? 

The music issues from concealed 
speakers and fills the store with a 
melodic atmosphere. The program is 
transmitted by wire from a central 
point in New York City. 


* * * 


Educating the Public 


“The Last is First in Rivals” is the 
theme of the latest window display of 
the Rival Shoe Store on 42nd Street. 
New York City. 

A wooden last, four feet long, is 
attached to an attractive background 
display. Important features of the new 
Rival shoe are listed, such as snug 
ankle, moulded custom bottom, etc., 
and corresponding numbers emphasize 
these features on the monster last. 

Here is an excellent example of a 
growing trend to educate the customer 
to the fact that a shoe is probably a 
person’s most complex article of wear- 


ing apparel. 


Proven ad phrases to bring in that 
Christmas shoe, slipper and accessory 
business: 

“A gift she’d choose herself.” 

“Solid comfort for his hours of 
ease.” 

“For your Christmas Male.” 

“Don’t slip up on slippers this 
Christmas.” 

“Practical gifts for Christmas.” 

“The joy of giving.” 

“These make men admit they like 
Christmas.” 

“Santa—Don’t forget the Christmas 
stocking.” 

“Suggestions for Santa.” 

“On your toes for Santa.” 

“Especially for last minute men.” 

“Warm her heart with warm slip- 
pers.” 

“That personal touch.” 

“Here’s the answer to the plight 
before Christmas.” 

“Her size . . . your price.” 

“Give her the hose she knows.” 

“To baby from you.” 

“Something to wear.” 

“Let’s take the if out of C/FTS.” 

“Yes, my darling Daughter, there is 
a Santa Claus.” 

“Nifty gifts for a thrifty Christ- 


” 
mas. 
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DISPLAYS IN MOTION 
Speed Sales of Galoshes 


A motor keeps a variety 
of styles of rubber foot- 
wear moving across this 
miniature stage, in the 
background of which is a 
Winter scene. Display is 
located across the aisle 
from the women’s shoe de- 
partment 


Problem of Selling Rubber Footwear in Advance of Wet W eather 
Is Solved by E. A. Auth, Head of the Women’s Shoe Department of 
Sibley, Lindsay & Curr Co., Rochester, N. Y., by Animate Displays 


That Draw Interest of Customers 


COLORFULLY clad feminine feet, moving in an end- 
less procession through a make-believe storm, have 
brought a 150 per cent increase in the sale of galoshes 
at the store of Sibley, Lindsay & Curr Co., Rochester, 
N. Y. 

What is more interesting, these sales were made 
when skies were clear—when days were bright and 
sunny. 

This display of Gaytees in motion, presented as the 
follow-up of another moving display which sent sales 
up more than 600 per cent in the Summer, gives shoe 
retailers a final answer to this question: 

“How can I sell rubbers in advance of bad weather?” 

This achievement in selling is being brought about 
through the collaboration of Edwin J. Auth, head of the 
women’s and children’s footwear department at Sib- 
ley’s, and M. M. Puckett, division manager of the 
United States Rubber Company. 

People stop to watch the attractive rubbers fitted 
over trim ankles as they move behind the footlights, 
with a woodland background of frosted trees and the 


great white stillness of snow. 


They seem to be spellbound—that is, until the charm- 
ing young woman who is assigned to this display as 
hostess graciously informs them that they can get these 
products just across the aisle. 

Then they go and buy themselves some rubbers— 
long before there is danger that the storms of Winter 
will break. 

Sibley’s is a department store occupying a block in 
downtown Rochester, and a section of the women’s 
footwear department is on the main floor alongside an 
aisle which is between two main entrances, a regular 
concourse of shoppers. 

When Mr. Auth and Mr. Puckett decided to test the 
efficiency of moving displays—to see if they could 
move rubbers in advance of bad weather—it was con- 
cluded to install them across this aisle from the women’s 
footwear department. 

“People intend to buy rubbers early each season,” 
said Mr. Auth, “but the majority have been in the habit 
of waiting until the very day when it snows, and then 
they buy from the store in front of which they 

[TURN TO PAGE 42, PLEASE | 
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SALES PLANNING 


AND PROMOTION 
CLINIC 


How to Develop Increased Efficiency at the 
Point of Sale to Be Important Discussion Topic 
at National Shoe Fair, with Practical Retail 


Shoe Promotion Man in Charge. 


MICHAEL MURPHY 


A FAVORED feature of the educational program for 
shoe men attending the 1940 National Shoe Fair, to be 
held in Chicago, Jan. 2, 3, 4, and 5, Tuesday through 
Friday, is the Sales Planning—Sales Promotion Clinic. 

Designed to serve merchants in better sales and sell- 
ing methods, this clinic is one of the busiest at the Fair. 

Harry G. Johansen, chairman of the National Shoe 
Fair, announces the acceptance of Michael Murphy, 
secretary and sales and advertising manager of Krupp 
& Tuffly, Inc., Houston, Tex., to serve as Chief of Staff 
of this important consultation group. For the fifth suc- 
cessive year Mike Murphy, as head of the Sales Plan- 
ning—Sales Promotion Clinic, offers his services in a 
consulting capacity to merchants attending the Fair. 

He brings to the Fair as head of this clinic an experi- 
ence, practical and proven in advertising and selling 
gained over a period of long association with one of 
the most outstanding shoe stores in the Southwest. 

Mike Murphy possesses an unusual ability in analyz- 
ing store operations and fitting into his appraisal a 
practical plan of advertising balanced proportionately 
to sales volume. For the store with a limited budget, 
restricted trade area and selected customer clientele, 
regardless of price range, his years of practical plan- 
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ning enable him to propose a successful advertising 
campaign. 

Having prepared and executed hundreds of sales pro- 
motion plans, he has solved many problems which prove 
difficult to shoe men. 

Unusual and novel selling ideas—ideas that compel 
attention and produce sales—occupy most of Murphy’s 
planning. His advertising advice is guided carefully 
to project itself into the minds of those he is attempting 
to reach. His appeal always has a purse purpose pro- 
motion. 

Shoe men are offered the unusual opportunity at the 
Fair to bring their sales planning—sales promotion 
problems to advertising authorities . . . trained special- 
ists in individual sales promotion. Assisted by an ex- 
perienced group of advertising leaders, Mike Murphy 
and the staff, organized to conduct this clinic, bring a 
valued experience gained through actual store operation 
where plans are tested with dollar investment and not 
theories. 

C. Benjamin Rush joins the clinic for the fifth con- 
secutive year. He was former Sales and Advertising 
Manager of R. H. Fyfe & Company of Detroit, Mich., 

[TURN TO PAGE 41, PLEASE] 
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_... EXHIBITING IN CHICAGO 
AT INDUSTRY'S GREATEST SHOW 


Arnold, M. N., Shoe Co. 
South Weymouth, Mass. 
Ascutney Shoe Corp. Hudson, Mass. 
Athletic Shoe Co. Chicago, tI. 
Atkinson Shoe Corp. Boston, Mass. 
Atlantic Footwear Co., Inc. Passaic, N. J. 
Auburn, Me. 
Avon, Mass. 


and B Shoe Co. of Chicago Chieage, 11. 
-and-W F, ear Co., Inc. Webster, Mass. 
Glove & Slipper Co. Mitwaukes, wis. 

» Everett, Mass. 

New York, N. Y. 

Waltham, Mass. 


South Weymouth, Mass. 
Dover, N. H. 
Honesdale, Pa. 

New York, N.Y. 
Lewiston, Me. 


HT 


i 


(35) 


Barr-Bloomfield Shoe Co. Seabrook, N. H. 
Barrett Shoe Co. Frankfort, Ky. 
Bass, G. H., & Co. Wilton, Me. 
Bata Shoe Co. of Maryland Beleamp, Md. 
Bates, Chas. S., Inc. Exeter, N. H. 
Bates Shoe Co. Webster, Mass. 
Beau Peep Products Chicago, tt 
Beaudin, L. E., Shoe Co. Hanover, Pa 
Becker Corp., The South Norwalk, Conn. 
Beckerman Shoe Corp. New York, N. Y 
Bedford Shoe Co. Carlisle, Pa. 
Belcher, Geo. E., Last Co. Stoughton, Mass. 
Belle-Craft Slipper Corp.  Grooklyn, N. Y 
Belle Meade Shoe Co. Nashville, Tenn. 


Belleville Shoe Mfg. Co. Belleville, 1. 
Boston, Mass. 


Boston, Mass. 
Bloom Bros. Co. Minneapolis, Minn 
Blue Ribbon Shoemakers St. Louls, Mo 
Blum Shoe Mfg. Co. Dansville, N. Y. 
Bond Shoe Co. New York, N.Y 
Boot & Shoe Recorder New York, N. Y. 
Bourbeuse Shoe Co. Union, Mo. 
Box Wrap, Inc. St. Louls, Me 
Boyd-Welch, Inc. St. Louis, Mo 
Bradford Shoe Co. Hampton, N. H 
Brauer Bros. Shoe Co. St. Louis, Mo 
Brentwood Shoe Co. East Kingston, N. 4 
Bridgewater Workers Cooperative Assn., 
Inc. Bridgewater, Mass 
Brilliant Bros., Co. Boston, Mass 
i Shoe Co. Boston, Mass. 
Brooks, William, Shoe Co., The 
Nelsonville, 0 
Brown, David, Shoe Co. Baltimore, Md. 
Brown, H. H., Shoe Co., Inc. Worcester, Mass 
Brown Shoe Co. St. Louls, Me 


C 


California Casuals, Inc. Los Angeles, Calif 
Catifornia Shoes, Ltd. Los Angeles, Calif. 
Capito! Shoemakers St. Louls, Mo. 
Carlisle Shoe Co. Now York, N.Y 
Carmo Shoe Mfg. Co. Carthage, Mo. 
Central Slipper Co., Inc. Harrison, N. J 
Champion Shoe Mfg. Corp. New York, N. Y 
Charlsam Footwear Corp. Brooklyn, N. Y. 
Chelmsford Shoe Co. Derry, N. H 
Clapp, Edwin, & Son, Inc. 
East Weymouth, Mass. 
Clark Shoe Co. Auburn, Me. 
Clayton, A. C., Printing Co. St. Louis, mo. 
Clickstein Shoe Co. Boston, Mass. 
Cohen, a & Sons Boston, Mass 
Colby Shoe Mfg. Co. Freeport, Me. 
Cole, B. & Co. Norway, Me 
Chicago, itt. 
Haverhill, Mass 
St. Louis, Mr 
Colt-Cromwell Co., Inc. Boston, Mass. 
Comfort Sandal Mfg. Co., inc., The 
Long Island City, N. Y 
Comfort Slipper Corp. Fitehburg, Mass. 
Commonwealth Shoe & Leather Co. 
Whitman, Mass 
Compo Shoe Machinery Corp. soston, mass. 
Shoe Co. St. Louis, Mo. 
Stillwater, Minn. 
North Abington, Mass. 
hoe Corp. 
Boston, Mass. 
Consolidated Slipper Corp.  Sombay, WN. Y. 
Continental Shoe Corp. Portsmouth, N. H. 
Coon, W. B., Co. Rochester, N. Y. 
Corbin-Holmes Shoe Co., Inc. Portiand, Me. 
Corcoran, Joseph F., Shoe Co., Inc. 
Stoughton, Mass 
Cornelia Footwear Mfg. Corp. 
New York, N.Y 
Coronet Shoe Corp. Haverhill, Mass 
Cousins, J. & T., Co. New York, N. Y. 
Crafts, G. P., Co. Manchester, N. H. 
Creative Footwear Boston, Mass. 
Crescent Shoe Co. New York, N. Y. 
Crystal Fixture Co. Chicago, 111. 
Curtis Shoe Co., Inc. Mariboro, Mass. 
Curtis-Stephens-Embry Co Reading, Pa 
Cushman, Charles, Co Boston, Mass 
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WATIONDL SHOE FL 
WN ds bb bd LN tad to) be 


Dartmouth . Mas JANUARY 2 - TUESDAY THROUGH FRIDAY - JANUARY 5 


STEVENS HOTEL CHICAGO 


Davis, H. E., Shoe Co. 
Devine & Yungel Shoe Mfg. Co. 


Philadelphia, Pa. 
New York, M. Y. 


Atlanta, Ga. 
Chicago, tt. 


Omaha, Nebr. 

New York, N.Y. 

Derry, N. H. 

° Spencer, Mass 

Drew, Irving, Corp. 0. ’ 

Dunn and McCarthy, Inc. . WY. p : an. 

i . .¥. ., Ine. Auburn, Me. 

Kreider, A. S., Shoe Co., The Annville, Pa. 


E ge tg Kreider's, W. L., Sons Mfg. Co., Inc., The 


Eagle Shoe Mfg. Co., Inc. Everett, Mass. 
Eastern Footwear Corp. Dolgeville, N. Y. 
Brockton, Mass. 

Atlanta, Ga. 


Palmyra, Pa. 
Krippendorf Dittmann Co. Cincinnati, 0. 
Kyros, P., Shoe Co., Inc. Lynn, Mass. 


L 


Ed : 
ee d- .. ; Philadelphia, Pa. 
lam, F. S., ., Inc. Rochester, N.Y . 4 
te Shes Co eee a. : eg ho oy Inc. Pe oa ~ 
Emerson, A. E., Shoe Co. Worcester, Mass. ; oo Lambertville Rubber Corp. t.. eines 
ire Specialty Footwear Co. Boston. Mavs. Co. rite : — ma 
Endicott Johnson Corp. =—Endieett, W. Y. Hamilton & Walsh Shoe Co. St. Louis, me. : — 
Ephrata Shoe Co.. Inc. Rptwata, Pe. Hanan & Son, Inc. New York, N.Y. Leben Shee Co. entnaded am 


Evangeline Shoe Mfg. Co. manchester, W. H. Hannahsons Shoe Co. Haverhill, Mass. Lederer Co., The New York, N. Y. 
Augusta, Me. Leighton’s, Fred, Mexican Imports 


Webster, Mass. New York, N. Y. 
Indianapolis, tnd. Lenox Shoe Co., Inc. Freeport, Me. 
Rochester, N. Y. Lester Shoe Co., Inc. Chelsea, Mass. 
Levine, Al & Sol Boston, Mass. 
Levi-Weiss Sales Co. Chieage, II. 
Lima Cord Sole & Heel Co., The Lima, 0. 
Haverhill, Mass 
New York, N. Y. 
Lippert Brooklyn, N.Y. 
Little Falls Felt Shoe Co. Little Falls, N. Y. 
Fall River, Mass. , . . Lockwedge Shoe Corp. of America, Inc. 
Hudson, Mass. . . . le Columbus, 0. 
: , Longini Shoe Mfg. Co. Cincinnati, 0. 
Lorman, Shoe Stylist New York, N. Y. 


Louis Shoe Co. Amesbury, Mass. 
Auburn, Me. 


Farmington Shoe Mfg. Co. 
Fashion-Bilt Shoe Co. 


Long Island City, N. Y. . ; 
Manchester, N. H. ; Lown Shoes, Inc. 
Chicago, tit. i ., Inc. Muntington, ind. Lucey, John E., Shoe Co. Middtebore, Mass. 
: Milwaukee, Wis. Lucille Footwear Co. Wilfiamsport. Pa. 
Cambridge, Mass. M 


Maine Shoes, Inc. Auburn, Me. 
Maistrosky, S. J., Inc. Boston, Mass. 
: Manistee Shoe Mfg. Co. Manistee, Mich. 
So . ae Manning-Gibbs Shoe Co. — Woreester, Mass. 
a Se. ; Marilyn Sandal Corp. Stoneham, Mass. 
etal ae _ R. B., Co. aH. Marks, L. V., & Sons Co., The Cincinnati, 0. 
. s, Mo. 
Frye, John A., Shoe Co. Mariborough, Mass. Marshall, Meadows & Stewart, fee. ie 
Fulton Leather Goods Co. New York. N. Y. Mathes, 1, & Sons Shoe Co. 8t. Louis, me. 
Maybury Shoe Co Rochester, N. H. 


seit Gam, Mayer, Fred. A., Shoe Co. 
qunndiees, tam Mayer-Herman Co 
rapes a Mayville Shoe Corp. 
eae a Mears, Fred W., Heel Co., Inc. Boston, Mass. 
be gar 3 -. a Charles, — Mie. Co. Cincinnati, 0. 
: ‘ lelrose Slipper Co., Inc. Little Falls, N. Y. 
Gites, Fe Mendle Printing Co. St. Louls, Mo. 
Menihan, }. G., Corp. Rochester, N. Y. 
Mercury Leather Co., Inc.  Grooklyn, N. Y. 
Metro-Craft Shoe Co. Manchester, N. H. 
Metropolitan Shoemakers, Inc. Chicago, 11. 
Meyer, Frank ©. Co., Inc. Lawrence, Mass. 
Mid-States Shoe Co. Milwaukee, Wis. 
Middletown Footwear, Inc. 
Middletown, N. Y. 
Midwest Shoe & Slipper Mfg. Co. 
rl Chicago, til. 
Milford Shoe Co. Milford, Mass. 
Milius Shoe Co. St. Louls, Mo. 
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Palizzio, Inc. 
Panther-Panco Rubber Co., Inc. 


St. Louis, Mo. 

. Worcester, Mass. 
Bangor, Me. 
Haverhill, Mass. 
Wausau, Wis. 
Lowell, Mass. 

New York, N.Y. 
Cineinaati, 0. 
Canton, Mass. 


Milwaukee, Wis. ~ 


Milford, Mass. 
New York, N. Y. 
Chelsea, Mass. 


Publix Shoe Corp. Milford, Mass. 
Putterman Footwear Corp. _—Srooklyn, N. Y. 


Q 


ity Shoe Co. St. Louls, Me. 


New York, N. Y. 
Westboro, Mass. 
Grinnell, ta. 
Raymond, N. H. 
Chicago, It. 
Rochester, N. Y. 
Jersey City, N. J. 


Philadelphia, Pa. 











JOIN THE MARCH OF LINES INTO ’40 


Apply now for display room—FEE: $50 


208 available rooms to select from. Send check 
with application for immediate room assignment to 


NATIONAL SHOE FAIR, Stevens Hotel, Chicago 

















Rice-O’Neill Shoe Co. St. Louis, Me. 
Richland-Davidson Shoe Co. Nashville, Tenn. 
Roberts, Johnson & Rand Shoe Co. 

St. Louis, Mo. 
Rochester Shoe Tree Co. Rochester, N. Y. 
Rogers Bros. Shoes, Inc. Boston, Mass. 
Rohn Shoe Mfg. Co. Milwaukee, Wis. 
Rondeau, H. O., Shoe Co. Farmington, N. H. 
Rosenthal & Doucette, Inc. Beverly, Mass. 
Roth Shoe Mfg. Co., The Cincinnati, 0. 
Royal Metal Mfg. Co. Chicago, 111. 
Rubin Bros. Footwear New York, N. Y. 
Rubin, Irvin New York, N. Y. 
Rue, Howard S., & Sons, Inc. ° 


Philadelphia, Pa. 
Ruth Shoe Co. Newburyport, Mass. 


Saco Moc Shoe Corp. Portland, Me. 
Safran-Sundel Shoe Co. Boston, Mass. 
Saks, M. J., Shoe Corp. New York, N. Y. 
Salvage, Louis H., Shoe Co. Manchester, N. H. 
Samuels Shoe Co. St. Louis, Me. 
Sandler, A., Co. Boston, Mass. 
Schawe-Gerwin Co., The Cincinnati, 0. 
Chicago, til. 
Boston, Mass. 
Portsmouth, 0. 
Rock Island, tt. 
Atlanta, Ga. 
Shoe and Leather Reporter Boston, Mass. 
Shoe Form Co., Inc. Auburn, N. Y. 
Shu-Stiles, Inc. St. Louis, Me. 
Sibulkin, M., Shoe Co. Manchester, N. H. 
Simplex Shoe Mfg. Co. Milwaukee, Wis. 
Sinbac Shoe Co. Chicago, Hi. 
Smith, G. Edwin, Shoe Co., The Cotumbus, o. 
, |. P., Shoe Co. Chicago, tit. 
Somersworth Shoe Co. Somersworth, N. H 
South Berwick Shoe Co., Inc. 
South Berwick, Me 
Southern Shoe Mfg. Co., Inc. 
Hagerstown, Md. 
Spalsbury, Steis & Deevers _—8t. Louis, Mo. 
Specialty Shoe Mfg. Co., Inc. 
Cambridge, Mass. 
Brockton, Mass. 
Nashville, Tena. 
Haverhill, Mass. 
N.Y. 
. Mass. 
, Mass. 
Gardner, Mass. 
Marlboro, Mass. 
Chicago, 11. 
Boston, Mass. 
Chicago, 111. 
Baltimore, Md. 


T 


Tanners’ Council of America 

New York, N. Y. 
Taylor, E. E., Corp. Boston, Mass. 
Teeple Shoe Co. Waupun, Wis. 
Tober-Saifer Shoe Co., Inc.  8t. Louis, Mo. 
Triple Novelty Footwear Co. Brooklyn, N. Y. 
Truitt Bros., Inc. Binghamton, N. Y. 
Tupper, Inc. Hoboken, N. J. 
Tupper Preview New York, N. Y. 
Tweedie Footwear Corp. jefferson City, Mo. 


United Last Co. Boston, Mass. 
United Shoe Machinery Corp. Boston, Mass. 
United Shoe Mfg. Co. St. Louis, Mo. 
United States Rubber Co. — New York, N. Y. 
United States Shoe Corp., The Cincinnati, 0. 
Unity Shoemakers Corp. Haverhill, Mass. 
Universal Shoe Corp. Sanford, Me. 


V 


Valley Shoe Co. St. Louls, Mo. 

Vamos, Alfred New York, N. Y. 

Viner Brothers Bangor, Me. 

Vitality Shoe Co. St. Louls, Mo. 

Vulcan Corp. New York, N. Y. 
Ww 


Waldman Bros. New York, N. Y 
Walkin Shoe Co. Schuylkill Haven, Pa. 
Wall-Streeter Shoe Co. North Adams, Mass 
Walton, A. G., & Co. Boston, Mass 
Washington Shoe Co., Inc. 
Salem Depot, N. H 
Waterbury, S., & Son Co Brooklyn, N. Y. 
Webster Shoe Corp. Webster, Mass. 
Weil, M. K., Shoe Co. St. Louis, Mo 
Weinbrenner, Albert H., Co. Milwaukee, Wis. 
Well-Worth Slipper Co., Inc. 
New York, N. Y. 
Werman, A., & Sons, Inc. —Grooklyn, N. ¥ 
West Kennebunk Welt Co. 
West Kennebunk, Me. 
Weyand Shoe Co. Jacksonville, 111. 
Weyenberg Shoe Mfg. Co. Milwaukeo, Wis. 
Wheaton Shoe Co. Cambridge, Mass. 
Wiley-Bickford-Sweet Corp. Worcester, Mass. 
Willits Shoe Co. Halifax, Pa. 
Winchell Shoe Mfg. Co. Natick, Mass. 
Winthrop Shoe Co. St. Louis, Mo. 
Wohl Shoe Co. St. Louls, Mo. 
Wolf, A. N., Shoe Co. Denver, Pa. 
Wolf, Sam B., Sons Co., The Cincinnati, 0. 
Wolff-Tober Shoe Co. St. Louis, Mo. 
Wood & Smith Shoe Co. Auburn, Me. 
Woodard & Wright Last Co. 
East Bridgewater, Mass. 
Wright, E. T., & Co. Rockland, Mass. 


SPONSORS: NATIONAL SHOE RETAILERS ASSOCIATION 
AND NATIONAL BOOT & SHOE MANUFACTURERS ASSOCIATION 
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Narrow Fluctuations in Hides and Leather 





December Futures Register Declines, However, Under Pres- 
sure of Long Liquidation as Delivery Date Draws Near 


New York—Hide and leather prices 
fluctuated within a narrow range and 
were virtually unchanged on the week. 
Enthusiasm generated by a _ higher 
stock market and fair volume of spot 
business was offset by offerings of 
hides to the Wnited States from coun- 
tries no longer able to ship to Germany. 

Packers moved 90,000 hides, or about 
the week’s production, in the Chicago 
spot market. Sales were on a basis of 
14 cents per lb. for light native cow- 
hides, unchanged from the previous 
week, 

The market was firm at this price, 
with packers usually demanding that 
buyers take slower moving types of 
hides along with more desirable grades. 
Tanners continued cautious buyers, as 
new bookings with shoe manufacturers 
for leather did not justify extensive 
purchases. A large share of the packer 
sales were to hide dealers, who bought 
in anticipation of reselling later at a 
profit. 

Dealer purchases im the spot market 
were followed by a fair volume of dealer 
selling on the futures exchange and 
an increase in the short position. These 
factors indicated dealers were hedging 
their purchases of actual hides by sell- 
ing on the Commodity Exchange. 


Futures Register Declines 


Futures prices declined 26 to 16 
points during the week under pressure 
of the trade selling to continue the 
downward trend begun five weeks ago. 

The December delivery registered the 
greater decline of 26 points as against 
a drop of 16 points in the March, June 
and September (1940) options. The 
December selling represented long liqui- 
dation in advance of the first “notice 
of delivery date,” which is November 
27. Longs who do not liquidate their 
position prior to notice days are re- 
quired to accept delivery of actual 
hides. 

A decline of 91 contracts in the De- 
cember open position during the week 
reflected this liquidation. Most of it 
was accomplished by carrying forward 
the long position into the March and 
June months on switches. Houses which 
supply capital to carry hides in ware- 
houses as an investment were on the 
other side of the switches. Switching 
operations accounted for nearly one- 
third of the total trading on the Com- 
modity Exchange during the week. 

Volume on the futures exchange 
totaled 704 contracts or 28,160,000 Ibs., 


of spot commodity prices at weekend 
was 160.1, compared with the previous 
week of 162.7. The Dow-Jones index 
of futures prices was 55.38, compared 
with 55.78. Brokerage houses pointed 
out that business men were quick to 
cover their requirements at the out- 
break of the war, and buying had slack- 
ened since. This slack has been dis- 
counted on the exchanges, and the mar- 
kets last week awaited future develop- 
ments. 
Foreign Hides 

Australia, Brazil and Central Amer- 
ican countries were reported offering 
hides to United States importers. These 
countries have not been important ex- 
porters to this country in the past. 
Some selling was believed predicated on 
the theory that hides which can no 
longer be sold to Germany would be 
sold on the American market. For ex- 
ample, Germany took 906,000 hides 
from Argentina during the first 8 
months of this year, but in September 
obtained none. 

Supplies so liberated in the Argen- 
tine have been readily absorbed by the 
United States and Britain, however, 
and standard frigorifico steerhides last 
week sold at 92 pesos per quintal, or 
13 11/16 cents per Ib. This price was not 
far from the wartime top of 100 pesos. 
Hide importers also said that the 
British Empire still had in effect reg- 
ulations requiring licenses to ship hides 
out of the Empire, although a freer 
granting of such export permits was 






























noticeable. Cables from Buenos Aires 
reported that there will be five ships 
for England the first half of December, 
so that the British tanners will be able 
to get whatever hides they require. 
This news buoyed the South American 
market, where packers have been wor- 
ried by an increasing shortage of stor- 
age space. Unsold stocks in the Ar- 
gentine at weekend were reported 
normal. 

Importers of calfskins, for upper 
leather manufacture, said that the dif- 
ficulties of obtaining skins due to the 
war more than offset any increased 
offerings from countries normally seil- 
ing to nations now at war. This view 
was substantiated by trading prices 
last week. Chicago packer heavy north- 
ern calfskins sold at 25 cents a pound, 
three cents below the war peak. Prior 
to hostilities calfskins traded at 18 
cents. 

The United States is much more de- 
pendent on foreign sources for calf- 
skins than for cattlehides. About 30 
per cent of our calfskins are imported. 
All United States imports of calfskin 
in September came from British pos- 
sessions. Few or none were obtainable 
from Russia, Italy and France, nor- 
mally exporting countries. The British 
exports were under the licensing sys- 
tems of the dominion governments. 


Leather Prices Steady 


Leather prices were steady. Tanner 
bookings last week of new business were 
at the pre-war level, according to the 
Tanners’ Council of America, but buy- 
ers generally were reported waiting for 
reports on retail shoe business. Sole 
oak bends were quoted at 41 to 43 
cents per Ib. at Boston tanneries and 
crops at 35 cents per pound. In upper 

[TURN TO PAGE 61, PLEASE] 
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¥ eo, SHOE 


Never thought of sole leather as Picture Framing The Shoe? But isn’t 
it true? When you put Kistler “BENCH BRAND” Sole Leather on men’s 
shoes you set off all other good qualities and augment them with its own 
merit. This sole leather provides what is needed to improve value and 
center the customer’s attention on craftsmanship. 


KISTLER “BENCH BRAND” SOLE LEATHER 


A BALANCED TANNAGE * 


can be profitably put behind the power and prestige of your sales or- 
ganization. With such fine sole leather to point to, it can “Picture Frame” 
RThe scientific blending of a man’s shoe so the customer will be wise to its worth and want it. You 
all qualities essential to SAVE on selling costs when you sell quality and GAIN a better profit. 


“@ENCH BRAND’ 
SOLES Come FROM 
PART COVERED BY 
OUR TRADE MARK. 





WESTERN DEPARTMENT IN CHARGE OF BERTRAM URBAN, (1012 NORTH THIRD STREET, MILWAUKEE, WISCONSIN 
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era that TOE-line ... with Celastic! 


There’s strength in Celastic: to maintain toe shape and appearance! There’s 
capacity in Celastic: to reproduce the last lines of each new toe style; to 
bring trimness and smartness to every Matched Pair. 


Matched Pairs by Celastic are trim on the foot and true to the last. 
UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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Sales Planning 
And Promotion Clinic 


[CONTINUED FROM PAGE 32] 


and is head of his own business as sales 
and advertising counselor. Having writ- 
ten and planned innumerable advertis- 
ing campaigns, Rush enjoys an experi- 
ence that qualifies him to offer advice 
on what it takes to make advertising 
work profitably. 

Many merchants return each year to 
the clinic for further consultation, hav- 
ing found successful the suggestions 








and advice offered by the members of 
the staff, 

A third advertising authority will 
be added to the staff to assist the many 
merchants attending the Fair who : 
avail themselves of this service. — F < 

This clinic at the National Shoe Fair : 
will be located on the second floor of 
the Stevens Hotel in the Boulevard 
Room where all Convention activities 
will be concentrated for convenience 
and easy accessibility. 


Window Display Contest 


Announcement has also been made 
that a window display contest will be 
conducted at the Shoe Fair. 

For four successive years one of the 
features of the Fair, widely studied by 
hundreds of shoe men, has been the 
large exhibition of photographs of lead- 


+ A 





a 5 met all requirements to fit 
| ‘properly in accordance with 
tHe Buster Brown 
G-PoInT FITTING PLAN 


= -_ 


The Certificate Mothers 


a a 
ing shoe windows designed by display 
men of large and small stores through- 
out the United States. 


Invitations have been extended to dis- 
play men in stores selling men’s and | 
women’s shoes. Six cash prizes will be | 
offered to the winners of the contest. | / 
Three prizes in cash will be awarded | ~ 
the best men’s windows. The first prize | 
$50.00, second $15.00 and third $10.00. | 
Cash prizes of equal amounts will also 
be awarded for the best window dis- | 
plays featuring women’s shoes. 


Regulations for Contest Pi a e 
There is no restriction on the num- | It’s the shingle that says he pays 


ber of photographs that may be entered | real attention in his store to fit- 
by any store or display manager. The | ting the juvenile trade, that he 


regulations of the contest provide that . 
the window must have been designed | and his salesmen know how to fit 


and used in 1939. | and do a complete fitting job with 


ag — sal a agg sd ae every pair of children’s shoes. 
but not essential to enter the contest.| Thisnewplanisacomplete dram- 


Photographs must be mailed flat and| atization of sound fitting prac- 
each picture identified on the back with |. h Re Sell 
firm name, address and name of dis-| "C¢ you may have been — owing 
play director. The decision of the| for years. We have organized and 
judges will be final. . dramatized sound fit so you can 
All entries must be mailed not later . ; ‘ 
than midnight, Dec. 20, 1939, addressed | get it overimmediately to mothers. 
to Window Display Contest, National) Retailers who've investigated 
Shoe Fair, Stevens Hotel, Chicago, III. | 
Display men selected to judge the | 
contest are: Mr. Robert O. Johnson, | 
Display Manager, Commonwealth Edi- | 
son Co., Samuel Pizer, Display Mana- | 
ger, O’Connor & Goldberg, and J. Dun- 
can Williams, all of Chicago, III. 


The certificate reproduced above (about 
one-fourth size) is what a Buster Brown 
retailer hangs up when he adopts the new 
Buster Brown 6-Point Fitting Plan. 


the plan tell us that in it we have 
another winner for Buster Brown. 

We’re featuring the new Buster 
Brown 6-Point Fitting Plan next 
year in national magazine adver- 
tising. Why not write and ask 
more about it and get in your or- 
der for Spring Buster Browns, too? 


Tscown. Shoe Gompany 


Manufacturers . . . St. Louis 


Also makers of Buster Brown Official 
Boy Scout and Official Girl Scout Shoes 


BuSTER BROWN SHOES 


FOR BOYS AND GIRLS OF ALL AGES 









































—Airy TU=TOE — Arms 


The real value and low cost of Fairy Forms are 
well proven in the illustration above. This shows 
how a small investment in Fairy TU-TOE Forms can 
cover a wide range of uses. These forms can be used 
for both open and closed toe models—and in both 













TuTor cases they present the shoes to the best advantage. 
In open toe models, the two dainty molded oe 
through the opening and allow the pretty tint 
nails to do their selling job of proving the exotic, 
glamorous effect that is created in wearing these shoes. 
For displaying closed toe styles, the careful model- 
ee ing of the TU-TOE Forms has produced a beautiful 
foot contour that correctly forms foreparts, keeps 
quarters and counters in perfect position and assures 
a snug fitting ankle. 
Fairy TU-TOE Forms are proven sales builders. 
eaten Give them a chance to make sales profits for you. 
Here are a few of the 
ane Rn Mee Use the coupon below and get your copy of 





the complete Fairy Form catalog. 





increase your sales. 


SHOE FORM CO., INc.., AUBURN, N. Y. 


SHOE FORM CO., INC., AUBURN, N. Y. DEPT. BS-11. 
Please send complete Fairy Form Catalog. 
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Displays in Motion 
[CONTINUED FROM PAGE 30] 


happen to be when they need them 
most. 

“We wanted to promote advance buy- 
ing. Accordingly, Mr. Puckett has been 
making some original moving displays 
for us. The results have been excep- 
tional.” 

The first display, which was installed 
on May 15, was a paddle wheel which 
a motor caused to revolve in a glass 
tank filled with water. Rubbers were 
attached to the outer rim of the wheel, 
and the rubbers dipped in the water as 
the wheel turned around. 










| It proved to be an interesting attrac- 
| tion, with sales going up immediately 
| as the hostess escorted spectator after 
| spectator across the aisle to make pur- 
| chases. 

| “The results seem unbelievable,” Mr. 
| Auth continued. “The paddle wheel 
| was kept going from May 15 to July 15. 
| During that period we sold 2800 pairs 
| of rubbers (Gaytees) compared to 450 
| pairs which were sold in the same 
| period of the previous year.” 

| Such success had been registered 
| with the paddle wheel that Mr. Puckett 
was asked to design another moving 
display, with the arrangement of rub- 
bers motor-driven along steadily in 
front of the footlights. 

It was placed in position on Oct. 15 
and, while this is the season in which 
people generally begin to purchase 
rubbers, the sales are 150 per cent 
ahead of the same period of last year 
when there was no moving displays of 
rubbers at this store. 

Why are these displays so success- 
ful? 

Mr. Auth answers: 

“Motion fascinates people. Those 
who would not ordinarily be interested 
in this merchandise stop to look at it. 

“Those who should be interested in 
getting rubbers before bad weather 
comes quite readily accept the sensible 
suggestion that the time to buy rub- 
bers is before the snows come. 

“The moving display compels atten- 
tion. The vistors stop, consider, and 
an increasing number reach a wise 
decision to buy in advance of Fall and 
Winter storms.” 


Writes on Shoe Fitting 


CINCINNATI, OnI0O—Allan R. Kipp, 
who, with his father operates Kipp’s 
Bootery, 24 East 4th Street, here, re- 
cently wrote an article on “Buy Shoes 
to Fit Your Feet,” which was published 
in the Parents’ and Teachers’ Maga- 
zine, and emphasized the importance of 
correct fitting, with special reference 
to the right last for the individual and 
the proper pitch, which, in turn, is 
governed by the heel. Heels of moder- 
ate height were recommended for com- 
fort for the greater part of a sixteen 
hour day. 
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PRESENTING 


of 
a 


= 


ST. LOUIS 


Street NW Beach 


THE SENSATIONAL NEW SPORT 
SHOE THAT 1S CHANGING THE 


Hene’s the first really new sport shoe since Winthrop 
introduced the now-famous Slack, Klomp and Gaucho. 
Advance sales indicate Street ‘N Beach will launch a new 
trend. Built over the famous KLOMP last it comes in 
Chestnut Saddle Upper and is leather - lined. 


Write today for the Winthrop representative to show you 
this sports’ leader for 1940. 


Narrow, 7-12: Wide.6-12 ..... 
Terms 5% 30 Days—Prices subject to change without notice 


WINTHROP SHOE COMPANY 
DIVISION OF INTERNATIONAL SHOE CO. 





LEISURE PICTURE 





To Be Advertised 
in ESQUIRE 

















- $3.50 


MIssOuURI 
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Keep Your Feet 
On the Ground 
[CONTINUED FROM PAGE 25] 


Speculative buying drives the market 
upward more quickly and to higher 
levels than any other factor. We wit- 
nessed a few weeks back when war 
was declared the rush on the part of 
housewives for sugar, which sent prices 
upward. As a matter of fact there was 
no shortage of sugar and cannot be at 
this time, because if we eliminate all 
sugar producing countries but one, we 
have left the island of Cuba, which has 
sufficient production to supply the en- 


tire world. But housewives of America 
old enough to recall the sugar shortage 
in this country due to speculative buy- 
ing during the last war, rushed to the 
grocery stores of the nation and bought 
practically the entire supply on hand 
in one day. You all know what hap- 
pened to the price of sugar recently. 
All of you dealing in shoes are 
familiar with the fact that the price 
per pound of green hides is the base 
from which all finished shoes are fig- 
ured. Up until the last three or four 
years the packers would buy the ani- 
mal on the hoof and slaughter it ex- 
clusively for its meat content, using the 
hide as a by-product. As long as the 


packers distributed the hides, the price 
range followed the market trend up 
and down along with the price of meat 
and was more or less stable. 

Since the Hide Exchange has been 
organized in New York and hides are 
traded in as stocks and bonds, specu- 
lation has entered into the price of 
hides. They can be stored and carried 
cheaper than bonds and stocks can be 
carried on margin. Due to this specu- 
lation in hides, the green hide market 
has advanced in the last 60 days from 


| 9% cents per pound to 16 cents per 
| pound, where they stand today, which 


accounts for much of the 10 to 50 cents 
per pair increase that you are asked 
to pay today for various grades of 
shoes. 

There is no reason today for any 
increase, except speculation in the raw 
product that goes to make up the most 
staple part of the wearing apparel of 
the American people. It occurs to me 
that the committee of which Frank M. 
Mayfield is chairman, the Economic 
Advisory Committee, recently formed 
by the National Retail Dry Goods As- 
sociation, for the purpose of inform- 
ing the public what causes retail prices 
to rise and protecting merchants 
against unjustifiable charges of prof- 
iteering, should direct the attention of 
this situation to Senator O’Mahoney’s 
TNEC Congressional Committee, as it 
levies an undue burden upon the great 
mass of population, whose income has 
not increased correspondingly. 

It is very questionable if the farmer 
who raised the steer has receive much 
if any increase for his meat animal, 
but he is called upon to pay increased 
prices for his footwear. 


Eprror’s Nore: The New York Hide 
Exchange was organized June 4, 1929, 
and on May 1, 1933, it joined with other 
groups to form the Commodity Ex- 
change, Inc., where futures in rubber, 
silk, tin, copper, lead and zinc, as well 
as hide futures, are traded in. The ef- 
fect of such trading on price move- 


| ments in the commodities mentioned has 


been discussed at considerable length 
pro and con, some contending that it 
tends to hasten price advances on a 
rising market, while others maintain 
that falling price tendencies are also 
anticipated. For example, it is said 
that hide futures have at times sold 


- below the price levels of actual hides 


and thus foreshadowed a fall in hide 
prices. Traders who deal in hide fu- 
tures contend that the market performs 
an economic service by providing the 
hide and leather trades with an oppor- 
tunity to “hedge” against possible losses 
resulting from price changes. 


Adds New Shoe Department 


SACRAMENTO, CALIF.—Heeseman, Inc., 
clothing store, have remodeled their 
building, and enlarged it to make room 
for a new shoe department. Robert 
Rodner will be in charge of the new 
department. 
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Balance of Power 
on Fashion 


Air Way Grey Beige and grey are in the headlines, because of their 
Standard Glazed Kid, No. 
79 firm stand in under-fur fashions. Grey frocks with 
Vode Doeskin, No. 797 
grey furs, and beige costumes with brown, give every 
Malibu Beige 
Standard Glazed Kid, No. indication of continuing strongly for spring. They 


228 ‘ ; — 
Vode Doeskin, No. 716 will be worn with matching shoes and accessories in 


Coffee Beige monotone effects. Our Air Way Grey, vital as the 


Standard Glazed Kid, No. 
221 
Vode Doeskin, No. 718 


wings of a clipper, Malibu Beige, like a sandy shore 
in the sun, and Coffee Beige, rich as cafe au lait, are 


our choice for a neutral line-up. 


STANDARD KID DIVISION 
ALLIED KID COMPANY 


909 South Street, Boston, Massachusetts 
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“WOHL SHOE COMPANY 


1601 ‘WASHINGTON AVE. | 


© FOUR GREAT NAMES @ NATIONALLY ADVERTISED ® 


Today Wohl Shoe 

“Company backs this 
policy with four great 
lines of nationally adver- 
as the outstanding lines 
in the action-price field. 
If you are interested in 
obtaining a more profit- 
able operation in your 
shoe department, write 
today... — 


- SAINT LOUIS, MO. 


Di 


$3. 10 $4. 
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To Hold Joint Convention in Fort Worth 





Texas-Oklahoma Shoe Retailers Association and Southwestern 
Shoe Travelers Will Meet at Texas Hotel, January 7-10, 1940 


Fort WortH, TeEx.—The Texas-Okla- 
homa Shoe Retailers Association and 
the Southwestern Shoe Travelers Asso- 
ciation will hold a joint convention and 
shoe show at the Texas Hotel here, be- 
ginning Jan. 7 and continuing through 
Jan. 10, 1940. This decision was an- 
nounced by W. A. Harris, secretary- 
treasurer of the Retailers association, 
following a dinner meeting held at the 
Texas Hotel, Nov. 15. 

By joining forces in this way for 
their 1940 gathering, the two associa- 
tions continue a tradition of many 
years standing, which has resulted in 
a series of outstanding conventions and 
in what has come to be known as “the 
South’s greatest shoe show.” 

The travelers had made plans to 
have their 1940 convention and shoe 
show in Dallas, at the Adolphus Hotel, 
in January, also, but they decided at 
this meeting to drop the plans for 
the Dallas show, and to convene with 
the retailers, as in former years. Be- 
sides the Fort Worth shoe men in 
charge of arrangements for the forth- 
coming convention, this meeting was 
attended by officers of the travelers as- 
sociation, and by a group of Dallas shoe 
retailers, who were in favor of the 
joint convention in Fort Worth. 

The usual rates for the Texas-Okla- 
homa conventions will prevail, accord- 
ing to Mr. Harris. Gus Daniels is gen- 
eral chairman of arrangements for the 
joint conventions and shoe show. 


_ Thom McAn Men’s Shoe 


- Prices Advance 


New York—First of the shoe chains 


to advance the prices of its shoes, Thom 


7 


« 


. 


MeAn, according to an announcement 
in their windows this week, will ad- 
vance the price of their men’s shoes 
from $3.15 to $3.30 on December 1. 





Dates to Remember 


Monthly Shoe Buyers’ Days, Chicago 
Shoe Travelers Association, Hotel 
Morrison, Chicago, IIl. 

November 27, 28, 1939 

Volume Shoe Manufacturers Spring 
Opening, Hotels New Yorker and 
Pennsylvania, New York City. 

December 3, 4, 5, 6, 1939 

National Shoe Fair, Hotel Stevens, 
Chicago Jan. 2 to 5, 1940 

Annual Convention National Shoe 
Travelers Association, Morrison 
Hotel, Chicago, Ill...January 5, 6, 1940 

Charlotte Shoe Show, Hotels Charlotte 
and Selwyn, Charlotte, N. C. 

Jan. 7, 8, 9, 1940 
25th Annual Convention and si- 
tion, Northwestern Shoe Retailers 
Association, Hotel Radisson, Minne- 
apolis, Minn. ...... January 7, 8, 9, 1940 

Annual Michigan Shoe Fair, Michigan 
Retail Shoe Dealers and Michigan 
Shoe Travelers Association, Hotel 
Statler, Detroit. Mich. 

January 7, 8, 9, 1940 

Annual Convention Texas-Oklahoma 
Shoe Retailers Association, Texas 
Hotel, Fort Werth, Texas. 

January 8, 9, 10, 1940 

Annual Convention Southwestern Shoe 
Travelers Association, Hotel Adol- 
phus, Dallas, Texas. 

January 7. 8. 9, 10, 1940 
26th Annual Convention Middle At- 
lantic Shoe Retailers Association, 
Benjamin Franklin Hotel, Philadel- 
GE Bab sncses January 21, 22. 23, 1940 

Annual Convention Pacific North- 
west Retail Shoe Dealers Associa- 
tion, Spokane, Wash. 

June 2, 3, 4, 5, 1940 





Melville Shoe Corp. Merges 
With McElwain Co. 


New YorkK—The directors and prin- 
cipal stockholders of the Melville Shoe 


Corporation and the J. F. McElwain 
Company this week approved the plan 
to merge the two companies and a 
notice was mailed to stockholders on 
which they will take formal action on 
Dee. 15. 


The main object of the proposed 
union is to assure permanence to a 
relationship which has existed har- 
moniously since 1922 when the first 
Thom McAn store was opened and the 
first factory built to make its shoes, 
the notice explained. During these 
years the two companies have acted 
together as a unit and have shared the 
one profit resulting from their joint 
endeavor. By this merging of their 
financial interests they believe they are 
removing from their operation the one 
weak link, the dependence on a contract 
for a continuance of the relationship. 
This plan provides a unified business 
and financial set-up which will afford 
greater security for stockholders, 
workers and the public at large. 


The plan simply involves an exchange 
of stock. By it no money is taken out 
of either company and no new money 
is required. With the plan, stockhold- 
ers will receive a pro forma consoli- 
dated balance sheet showing the finan- 
cial position as of Sept. 30, 1939. The 
plan contemplates no change in policy, 
no change in the tested principles that 
manufacturing and retailing are two 
distinct functions and can best be han- 
dled by experts in each field. For this 
reason, the division of functions is per- 
petuated by continuance of the two cor- 
porations as separate entities, although 
under a single ownership. The joint 
effort will be continued with the same 
officers and the same organizations as 
before, assuring a continuance of the 
happy working agreement which has 
proved so successful in the past. 


The management feels that there are 
many advantages in an actual union. 
It is believed that the assured con- 
tinuance of the joint enterprise makes 
for greater service to the workers and 
to the consumers of lower priced shoes. 
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straining influence of the war or the 
very natural desire on the part of the 
manufacturers to hold their sample and 
pattern costs to a minimum, or whether 
it be the rising market we do not 
know, but at any rate you will see a 
more sober, more practical and with all 
a more saleable lot of shoes than you 
have seen in a good many years. Good 
economics for the manufacturer on a 
rising market is to reduce the number 
of patterns and eliminate the compli- 
cated shoes from his line. Good eco- 
nomics for the retailer on a rising 
market points to a conceentration of 
purchases and of sales in a similarly 
reduced number of patterns, balanced, 
of course, with a promotional item 
or two. 

Promotional shoes have not been 
overlooked in any sense, but they are 
of a more logical conception and are 
further developments of those shoes 
with which you had good luck last year, 
notably the woven and Norwegian slip- 
per types. These shoes are shown 
either in their original form, in which 
case they depend on new materials for 
their novelty, or details have been 
taken from them and applied to other 
types of sport shoes. Then too, con- 
struction features have been lifted from 
these shoes and applied to other and 
more accepted types. 

Custom finishing enters a larger and 
more scientific step and antiqued shoes 
look better themselves and seem to 
hold greater sales promise than ever 
before. Somehow the new Spring 
leathers seem to be acting better under 
the staining process. It is most impor- 
tant in sport shoes for Spring in the 
new ... heavier types and on the trim 
in combinations. Because many of the 
more important effects are taken from 
the heavy brogues of this Fall, the 
antiquing is doubly effective since it 
serves to emphasize the large pinking 
and perforations, and the heavy stitch- 
ing. 

Many of the patterns for street wear 
too use these same heavy perforations 
as a means of ventilating the shoe, a 


Practical Patterns for Men’s Spring Shoes 


[CONTINUED FROM PAGE 18] 


device which helps to lighten the weight 
and make the heavier shoes more wear- 
able for Summer months. 

Ventilated types are on the increase 
with interest centering on practical pat- 
terns. Perforating, more than ever, 
follows the general lines of the pattern 
itself. 

Flexibility is also an important fea- 
ture of the new Spring lines, and it is 
not confined to light weight shoes 
either. There are several new construc- 
tions which make for more flexible 
shoes and an innovation in the form of 
a very flexible insole helps lighten and 


make more flexible types which appear 
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Yes, Meadows! Our customers are al- 

ways right, and since they insist upon 

wearing Lifts* in town we've designed j 


two new versions of this most com- 

fortable shoe, both with perforated 

leather mings throughout. Exclusive 
with Saks Fifth Avenue. 


READY TO WEAR AND CUSTOM MADE SHOES 


A novel idea promoted by Saks for 
men’s sport shoes now appears in 
town types. 








on the surface to be quite heavy and 
rigid. 

There will be a determined effort to 
promote a fabric shoe this Summer and 
from the acceptance of the mesh shoe 
this year, it looks as though the timing 
might be correct this Spring, and here 
are the reasons for it. First, construc- 
tion difficulties for the most part have 
been eliminated in mesh shoes. Second- 
ly, certainly light weight tropical suit 
volume continues. Thirdly, street type 
shoes will be heavier this year, making 
a change from them to fabric shoes, on 
very hot days, a most welcomed one. 

All-white shoes seem well represented 
in early samples and there are one or 
two notable promotional ideas, more 
about it at a later date in these pages 





Smith-Levy Shoe Corp. 
New Firm 

NEWMARKET, N. H.—Sam Smith, for- 
merly sales representative of Bata in 
the East, and H. C. Levy, formerly in 
charge of sales and styling for the Par- 


agon Slipper Co., Brooklyn, N. Y., have 


formed a new shoe firm in Newmarket 
to be known as the Smith-Levy Shoe 
Corp. 

The new company will operate three 
plants making women’s welts, cement 


and flexible type shoes, retailing in the 


$2 to $4 price range. Production in 
the three plants will be under way by 
December 1 with an aggregate dail) 
production of about 6000 pairs. 

Mr. Smith will be in charge of sale: 
for the new company, maintaining sale: 
headquarters in New York. Mr. Levy 
will have his headquarters at New 


market, where he will be in charge of 


production. 
Hondorp Opens Family Store 
GRAND Rapips, Micu.—Gerrit Hon 
dorp has opened a retail shoe store a' 
1152 Chicago Drive, to be known as th: 
“Family Shoe Store.” A complete lin 
for men, women, boys and girls will b 
carried. 
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Shoe Production in October 
On Par with Last Year 


New YorkK—Shoe output in October, 
according to the estimate of the Tan- 
ners’ Council, reached approximately 
35,000,000 pairs, which would equal out- 
put a year ago. Apparently, seasonal 
curtailment in manufacturers’ schedules 
was not as great as had been antici- 
pated. Production for the first ten 
months of 1939, included the October 
estimate, amounted to 356,070,000 pairs. 
This is a gain of 7.7 per cent from the 
same period of 1938. 

Preliminary estimates by shoe pro- 
ducers of November output indicate 
production for the month of almost 29,- 
000,000 pairs. Output in November 
1938, totaled 30,054,000 pairs. 

Reports from shoe manufacturing 
centers indicate that distributor buying 
is still lagging. This is attributed to 
uncertainty over shoe price advances 
with most retailers awaiting action by 
large chains. Trade circles express the 
opinion that shoe production has held 
at levels in the past three months which 
have not permitted any material inven- 
tory accumulation. Consequently, the 
prospects for favorable consumption 
should be reflected in satisfactory shoe 
business. It is particularly emphasized 
that stock building, such as was noted 
in 1937, did not occur in the shoe trades 
in spite of the stimulus resulting from 
outbreak of war. 

Ten months’ totals of shoe produc- 
tion for the past three years is as 
follows: 1939, 356,070,000; 1938, 330,- 
704,000; 1937, 369,632,000, and 1936, 
351,503,000. : 


Dean with 
Kane-Dunham & Kraus 


Sr. Louis, Mo—P. F. Dunham, of 
Kane-Dunham & Kraus Shoe Company, 
St. Louis, announces the appointment 
of Clarance Dean to the K.D.K. sales 
force. Mr. Dean will cover Indiana, 
Michigan, Illinois, and Ohio. He for- 
merly represented the Independent 
Branch of Hamilton-Brown Shoe Com- 
pany. Prior to that he represented the 
Tweedie Footwear Corporation. 


Work Begun on 
Carlisle Addition 


CARLISLE, Pa.—Excavation for the 
addition to the Carlisle Shoe Factory 
was underway November 15 following 
awarding of the general contract to 
Ritter Brothers, Harrisburg contrac- 
tors. 

Construction of the structure, 129 
feet long and 83 feet wide, is expected 
to be completed by January 15. The 
annex is being built in the north side 
of the present three-story factory. 


The building will cost $60,000, ac- 
cording to Charles W. Anderson, local 
banker and trustee of the $22,500 fund 
being subscribed by businessmen to 
help the shoe company finance an ex- 
pansion program. 


Opens Smithville Store 


SMITHVILLE, TENN.-—A new store, 
men’s shoes and furnishings; has been 
opened in Smithville by J. M. Foster. 
A complete line of quality shoes is 
offered. 





New Home for West Coast Shoe Firm 


Wenatchee, Wash.—Exterior of the new Block’s Shoe Store, which opened 


here some months ago. 


Located in the Widby-Hadley Building, it is much larger 


than the old Block’s Shoe Store at 33 N. Wenatchee Avenue. 


The new store is ultra-modern in design. 


Large plate glass windows, encased 


in chromium, together with red and black as a color scheme, form the attractive 


store front. 


The interior is finished in plum with white ceilings and a blend of 


pink pastels and peach for the side walls. A plum colored carpet covers the floor, 


and the chairs are chromium upholstered in ivory. 
been installed for both exterior and interior. 


Special lighting effects have 


The store is air-conditioned 


throughout. 


There has been a Block’s Shoe Store in Wenatchee for the past six years. 


Block, proprietor, opened his first store on the Coast 15 years ago. 
Lois Holterhoff has charge of the hose and 


is under the direction of Ray Stiles. 


Max 


The new store 


handbag department. 
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This window, featuring women’s shoes, was one of eight used by Sam 
Sullivan, owner and manager of the shoe department at Richter’s, 
Laredo, Texas, during his unusual and very successful shoe promotion. 


LAREDO, Tex.—Sam Sullivan, owner 
and manager of the leased shoe de- 
partment of the Richter Department 
Store, of Laredo, some weeks ago 
launched an unusual shoe promotion 
which proved most successful, both from 
the standpoint of publicity and the sales 
which resulted. 

Six feature stories appeared in the 
local paper, the Laredo Times, before 
and during the promotion. A four- 
page color section and three other full 
pages of advertising besides smaller 
ads, or a grand total of 1238 column 
inches, were used. Eight windows were 
devoted exclusively to shoes, showing 
250 styles for men, women and children. 
Colorful spotlights were used to pro- 
duce window effects. One feature was 
a beautiful water fountain with inter- 
changeable colors. A size 42 shoe caused 
great comment. 

A number of representatives of major 
shoes sources, including Pat W. Hart, 
Cecil Champion and S. F. Ford, came 
to Laredo’ to explain the advantages of 
their lines to customers during the pro- 
motion. Brands of shoes featured in- 


cluded Pallizzio, Natural Poise, Connie 
Creations, Paris Fashions for women; 
Buster Brown, Robin Hood and Mrs. 
Day’s Ideal Shoes for children; Jarman 
and Brownbilt shoes for men; Daniel 
Green leisure slippers for men and 
women. 

Many weeks were necessarily devoted 
to planning and preparing for an event 
of this magnitude, but the results ex- 
ceeded expectations. Sales over the 
period were practically three times those 
of the corresponding period one year 
ago. News of the success spread far 
and wide through this locality, with the 
result that many shoe men of the South- 
west have written for complete set-ups 
and information which will enable them 
to plan a similar promotion. One na- 
tional shoe concern has sent out dodgers 
to all of their rtores outlining how it 
was done. 

Mr. Sullivan gives much credit to the 
management of the department store, 
the Laredo Times, and the manufac- 
turers of the lines featured, whose co- 
operation made possible the unusual 
success that was achieved. 





Seattle Retailers Drive 
For New Members 


SEATTLE, WASH.—A novel method of 
building up club membership was in- 
troduced at the November meeting of 
the Seattle Shoe Retailers’ Association. 

A “Pot of Gold” was “filled” by 
donations from association members. 
Each member received a number dupli- 
cated by a number in the pot. A num- 
ber was drawn and its holder received 
$5. The remaining amount will be left 
in the pot, further contributions will 
be made at the next meeting, and the 
winner will receive $10. 

The amount will be built up month 
by month in the same way “bank night” 
treasuries are built up. Each of the 
fifty members who attended the Novem- 
ber meeting pledged himself to bring 
at least one shoe dealer with him to the 
December meeting to help increase the 
membership. 

Lowell Bass of the Eastern Outfitting 
Company won the first jackpot. 

Important business at the meeting 
was the choosing of a committee to plan 
the Association’s annual dinner dance, 
to be held late in January. On the 
committee are Lewis Husbands of 
Nordstrom’s, Tony Drain of Rhodes’, 
and Andy Anderson of the Bon Marche. 

Speakers at the meeting included 
Carl Kuhnert of the Kuhnert Shoe Co., 
Rochester, Andy Kopriva of Frederick 
& Nelson’s, and Harry Benningson of 
the Plaut-Butler Shoe Co. 





Shoe Man Observes 50th 
Business Anniversary 


KEeokuK, IowaA— Alf C. Larson, of 
Larson & Hodge Shoe Co., shoe retail- 
ers here, recently celebrated his fiftieth 
anniversary of business activity in Keo- 
kuk. When he started work in 1869 
the firm was known as Bode & Larson, 
and was located at 606 Main Street. 
The name was changed later to Larson 
Shoe Company, and since 1932 has been 
known as Larson & Hodge. Mr. Larson 
is the only business man in Keokuk who 
ean claim the distinction of giving 50 
continuous years of service to the com- 
munity. 
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1937 Less Profitable Than °35 and °36 


Boston, Mass.—More shoe manufac- 
turers reported net losses for the years 
1935 to 1937, according to the Commis- 
sioner of Internal Revenue of the U. S. 
Treasury, than net profits, and fewer 
shoe manufacturers reported a net 
profit in 1937 than in either of the two 
preceding years. Although gross sales 
were larger in 1937, the profits return 
on sales was smaller than in 1935-1936, 
amounting to 4 per cent in 1937 and 5 


per cent in the preceding two years, it 
was pointed out by the New England 
Shoe and Leather Association, which 
prepared the following analysis of Shoe 
Manufacturers’ Corporation returns 
for income tax purposes. 

In the year 1937, 1086 corporation 
reports were made to this Bureau by 
shoe manufacturers, and more than 
one-half of these returns (601) were 
without a net income. The 485 manu- 


facturers who did report a net income 
that year, however, accounted for 81 
per cent of the gross sales of the entire 
industry, which amounted to $795,740,- 
000. The cost of the goods sold by these 
manufacturers totaled $525,919,000, or 
82 per cent of gross sales, and their 
net income amounted to $24,442,000, a 
return of 4 per cent on sales. In this 
same year, a net loss of $6,111,000 was 
reported by 601 manufacturers, whose 
gross sales were $156,062,000, of which 
$139,685,000, or 90 per cent of sales, 


represented their cost of goods sold. 





ANALYSIS OF PROFITS AND LOSSES OF SHOE MANUFACTURERS, 1935-1937 
Prepared by Association from Reports of Internal Revenue Bureau 


Cost of 
Goods 


No. of 
Returns 


Gross 
Sales 


(In thousands of dollars) 


1935—Total Returns 1096 680,097 

Returns with Net 
Income 

Returns without 


Net Income 


1936—Total Returns 
Returns with Net 
Income 
Returns without 
Net Income 


1937—Total Returns 
Returns with Net 
Income 
Returns without 
Net Income 


552,547 


127,550 
732,931 


594,970 


137,961 
795,740 


639,678 
156,062 


“The table here summarizes the most 
pertinent information relating to sales, 
cost and profits and deserves the close 
attention of every member of our 
trade,” says the association. “First, be 
cause it reveals that more than half 
of all shoe manufacturers are operat- 
ing their business at a loss. Second, 
the average rate of profits on sales of 
the more successful manufacturers was 
smaller in 1937, a good year, than in 
two preceding years due to greater 
costs that year. Finally, and of ut- 
most importance, it reveals that profi- 
table operations in the shoe industry 
are obtainable when the ratio of cost 
of goods sold to gross sales is 82 per 
cent, or less. To put it another way, the 
unprofitable companies showed a cost 
ratio of 88-90 per cent—their costs 
were too high or their selling prices 
were too low!” 


%o Cost Goods Net Income 
to or % Net Profits 


Sold Sales—-Gross Loss To Sales 


563,257 82.8 23,066 3.0 


451,097 81.6 28,281 5.1 


-§,215 
24,813 


112,160 


605,935 
482,492 30.594 


-5,781 
18,331 


123,443 


665,604 
525,919 24.442 


139,685 6,111 








IF YOU SELL 
THE SOUTH 
MEET YOUR 
BUYERS 
HERE... 


THOUSANDS OF SHOE 
BUYERS ATTEND THIS 
BIG SOUTHERN SHOW FROM 


SEVEN SOUTHERN 


FOR RESERVATIONS WRITE OR WIRE: 5,,‘adspx or BOSTON 





SOUTHERN 
yo? EXPOSITION 


e HOTEL TUTWILER 
e BIRMINGHAM, ALA. 


STATES @ JANUARY .- 14: 15: 16 
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Women's Shoes 
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The patented Throet Opere 
IN-STOCK - ALL LEATHERS 


no slipping ©- 
mo gaping =< 
Made on mo “biling” 
special pump = 
Widths AAAA-C. 
Sizes 1-10. $2.35 
Send for In-Stock Folder. 
M. J. SAKS SHOE CORP. 
162 Deane $?. New York City 
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Work Shoes 





STEEL TOE 
SAFETY SHOES 
and 
POPULAR PRICED 
WORK SHOES 
Carried in Stock 
COMPANY 
wise Holliston, Massashesetts 
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Carton Labels 
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LA BELS 
TOLMAN DAVIDSON 


Buffalo Travelers to Hold 
Show January 28-29 


Burra.o, N. Y.—Louis Rubin, chair- 
man of the shoe salesmen’s committee 
which will put on another Shoe Style 
Show at the Hotel Statler, January 28 
and 29, has announced that reservations 
for the event are coming in fast and 
that this show promises to be better 
and bigger than similar preceding en- 
terprises. The heavier employment and 
generally better economic conditions in 
the area served by shoe salesmen from 
this city, are expected to be reflected 
in greater confidence by shoe salesmen 
at the show and larger orders. 





BOOT ano SHOE RECORDER, November 25, 193° 


W. F. Washburn Heads 
D. Armstrong & Company 


RocHESTER, N. Y.—At a meeting of 
the directors of D. Armstrong and Com- 
pany, Inc., Rochester, on Friday, No- 
vember 10, William F. Washburn, 


W. F. WASHBURN 


general manager of the company, was 
made president, and Barton W. Edger- 
ton, assistant treasurer, was made a 
vice-president. 

The company states that it is going 
after business more aggressively than 
ever, especially on its “Balance in Mo- 
tion” shoes. 


Iowa Travelers Consider 
Affiliation 


Des Moines, lowa—The possibility 
of the Iowa National Shoe Travelers’ 
Association becoming affiliated with the 
group from Nebraska will be discussed 
and probably acted upon at the annual 
meeting of the Iowa association on De- 
cember 16, it was announced by J. W. 
Prescott, secretary. 

It was at the suggestion of Jack 
Clarke, a charter member of the Iowa 
Travelers, now located in Lincoln, Neb:, 
that the two state groups affiliate and 
the matter will be submitted before the 
annual meeting at the Hotel Fort Des 
Moines. At this time officers for the 
coming year and delegates to the na- 
tional convention will be elected. 


Marxmiller with Avon Shoe 
In West 


Los ANGELES, CALIF.— Herbert C. 
Marxmiller is now representing The 
Avon Shoe Co. of Jersey City, N. J., 
in the Denver-West territory. He is 
well known to the merchants on the 
Pacific Coast, having carried the Kurz 
& Lapidus line here for some sixteen 


NEW... 


| Gaby Slippers 

















IDEAL FOR CHRISTMAS 
SELLING - - - 


Baby shoes always make fine gifts 
—and these new slippers will make 
even better ones. They’re dainty 
— colorful — and most appealing 
when presented in our new, trans- 
parent wa + boxes. Retail $1.00 
to $1.75. hown is No. 1242 (3-8) 
in Pink, Blue, Red, Royal Blue and 
Tan Felt. Make a showing and 
you ll make a hit with gift shoppers 


MRS. DAY'S 
IDEAL BABY SHOE CO. 
DANVERS, MASS. 
ae 


years, when that firm was in business. 

Mr. Marxmiller will concentrate all 
his efforts on the Avon line and will 
make the Hotel Lankershim, this city, 
his headquarters. 


City Pays Tribute to Its 
Business Women 


WATERTOWN, Wis.—During the re- 
cent National Business Women’s Week 
this city paid a fine tribute to its wo- 
men who are in business, in the form 
of a two-page spread in the local news- 
paper. Each business woman was pic- 
tured and a short writeup of her busi- 
ness activities accompanied the picture. 

Prominent among Watertown’s suc- 
cessful business women is Mrs. R. 
Wickner, owner of Wickner’s Boot 
Shop. 


Teachers Prefer Black Suedes 


Des MoINEs, IowA—lIt’s black suede 
the teachers prefer, or at least it was 
so indicated last week when 12,000 Iowa 
school marms invaded Des Moines for 
their annual convention—and shopping 
sprees. There were some conservative 
shoes sold, but for the most part the 
teachers were in a holiday mood and 
high styled shoes moved best. Retailers 
from one end of Walnut Street to the 
other showed smiling faces. 
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Boston Leather Group 
Launches Fund Drive 


Boston, Mass.—The Boston Leather 
Trade Benevolent Society, in launching 
its annual drive for funds, has issued 
the following statement signed by Al- 
bert F. Gordon, president; Maxwell J. 
Lowry, treasurer; and Frans W. An- 
derson, secretary: 

“This is the season of drives, when 
appeals are being made for financial 
assistance, not only in our city of Bos- 
ton, but for various centers, like New- 
ton, and for racial and religious organi- 
zations. Every agency of this kind is 
doing its work well, but it is quite prob- 
able that none are able to accomplish 
as much with as little expense, as the 
Boston Leather Trade Benevolent So- 
ciety. Your Society, here in Boston, 
organized in 1917, to aid only those 
that have had some connection with 
the leather trade in Boston, is sup- 
ported entirely through your generosity, 
and if it is to continue to live and 
function, it must continue to have your 
support. Many of our earlier sources 
of funds have passed away, or retired 
from business, so that we must ask 
those who are carrying on either to 
begin to aid, or to aid to a larger de- 
gree than they have for the past few 
years, and the officers of your Society 
make an earnest plea that before you 
consider giving to any of these other 
organizations that you consider your 
own charitable organization to help 
those who are in your own family. 

“We were compelled, in 1938, to pay 
out about $10,000, and it will be some- 
what more in 1939, and we must try 
to raise, between now and the first of 
January, not less than $5,000. 

“Is it possible that this leather indus- 
try, centered in Boston, is in such a 
financial condition that it will let its 
own Society suffer for a comparatively 
small amount of much needed money, 
and at the same time contribute liber- 
ally to other organizations?” 


Baltimore Company Moves 
To Modern Factory 


BALTIMORE, Mp.— The Chesapeake 
Shoe Manufacturing Company of Bal- 
timore, located at present at 300-312 
North Front Street, is moving into its 
new building, which has just been com- 
pleted. The new factory is located at 
603 Dundalk Avenue and is considered 
by experts to be the last word in 
streamlined shoe factories. The build- 
ing, which is of modern brick and steel 
construction, is 600 feet in length, with 
offices, engine room and other facilities 
all built on the outside of the factory 
proper, giving clear manufacturing 
space in the interior. The new factory 
will be placed in operation on Novem- 
ber 27 with a capacity of 6000 pairs of 
infants’, children’s, misses’ and growing 
girls’ Goodyear welts. 

David E. Goldstrom is president of 
the Chesapeake, and Morton Goldstrom 
is secretary and treasurer. Mr. Gold- 


DE LUXE 
SHOES 


New youth ++. new beauty for 1940. See this 
attractive line of shoes for Spring and Sum- 


mer. It’s in the Queen Quality De Luxe 


tradition of beautiful 
workmanship, E> high-fashion 
are wanted by 


and styles that 
DELUXE GRADE ote 
more women. Retailing 


profitably in the $8.50 eee $8.75 price field. 
Queen Quality Shoes $6.50 to $8.50 up, including 


De Luxe Grade . ** 


slightly higher west of Rockies 


QUEEN QUALITY SHOE COMPANY .« DIVISION: INTERNATIONAL SHOE COMPANY .« ST. LOUIS 


strom reports excellent business, with 
advance business for Spring coming in 
at a lively rate. Mr. Goldstrom is also 
president of the Waynesboro Shoe Man- 
ufacturing Company, Waynesboro, Pa. 
This plant produces 4000 pairs of 
misses’ and children’s stitchdowns, and 
is now working at full capacity. 


Elected to City Council 


KNOXVILLE, TENN.—General Cary F. 
Spence, president of the Spence Shoe 
Co., has been elected a member of the 
City Council for the fifth consecutive 
term. General Spence served one time 
as city safety director and is active 
in all forms of civic work. 


Hold Annual Sales 


Conference 


KNOXVILLE, TENN.—Atout 50 sales- 
men attended the annual sales confer- 
ence of the Great Atlantic Shoe Co. at 
their home office here, recently, cul- 
minating in a banquet at the Hotel 
Farragut with Dan Kelly as the toast- 
master and M. W. Edgerton as the 
principal speaker. 

Lloyd S. Wolfe, vice-president and 
sales manager, presided over the con- 
ference at which plans were made for 
a future sales program. 

Twelve months ago, due to expansion, 
the company moved into a much larger 
building. 
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Soles and Heels 





NO SPREAD, NO CURL, NO BULGE 
METAL FLEX for Safety Non-Slip 
LITHOX Soles, Heels, and Sheets 

for your popular priced shoes 

THE LITHOX corp. 
WAPAKONETA, OHIO, U.S.A. 














Bowling Shoes | 
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PROFESSIONAL 
BOWLING SHOES 
Men's Men's Women's 


ese eee eee | 


Slippers 
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TURN SLIPPERS IN-STOCK 

Ne. 58 TAN—BLACK 
BLUE and BURGUNDY 
Patent pip- 
veme | =_ ja 
Se te 

= $1.85 

WILBUR K. FOSTER, Haverhill, Mass. 














Obituaries 


Charles E. Moore 


BrockToNn, Mass.—Charles E. Moore, 
whose ability took him from a foreman- 
ship in the factory of the George E. 
Keith Company to the vice-presidency 
of that well-known firm, died November 
17 at his home in this city following a 
long illness. He had retired from ac- 
tive business in January, 1935, at the 
age of 69, with the title of honorary 
vice-president. 

Funeral services were held Sunday, 
November 19, at the South Congrega- 
tional Church, followed by interment in 
Union Cemetery, Holbrook, Mass. 

Mr. Moore, who was a director and 
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former president of the Brockton Shoe 
Manufacturers’ Association, was born 
in Milford, Mass., and entered the shoe 
business when, at the age of 14, he took 
his first job with Thomas White & Co., 
of Holbrook. Later he became a fore- 
man in the employ of the S. H. Howe 
Company of Marlboro, Mass., leaving 
there to take a similar position with the 
George E. Keith Company in 1897. 
Later he became superintendent and, in 
1919, vice-president, a position he held 
until his retirement four years ago. 

Mr. Moore was president of the 
Brockton Country Club and of the 
Y. M. C. A., a director of the Campello 
Cooperative Bank; a member of the 
Chamber of Commerce, the Boston Boot 
and Shoe Club, the Commercial and 
Cosmopolitan Clubs and a number of 
Masonic organizations. 

He is survived by his widow, the for- 
mer Eva Florence Peckman, whom he 
married in 1888; by one daughter, Mrs. 
Roger C. Graves of Brookline; and by 
twe sisters, Mrs. Bradford H. Naft and 
Mrs. Henry B. Tracy. 


Horace H. Roberts 


WHITMAN, Mass.—Horace H. Rob- 
erts, 66, production manager of the 
Commonwealth Leather and Shoe Com- 
pany, died recently at his home. He 
was a native of Charlestown. He leaves 
his wife, and a brother Ralph, of Ar- 
lington. 


Michael Diodati 

WILLIAMSTOWN, Mass.—Michael Dio- 
dati, who operated a shoe store in the 
Sherman Block, Main Street, for 25 
years, died November 16, his 81st birth- 
day anniversary. 

Mr. Diodati worked for Mauro Salva- 
tore, owner of a shoe store in the Adams 
Block for a few years before he opened 
his own business in the Sherman Block. 
Later his son, Edward Diodati, became 
associated with him in the business and 
since his father’s retirement three 
years ago has been in sole charge. 





Effective Wall Displays 
Build Trade 


BROOKLYN, N. Y.—Features which 
make the shoe department of Martin’s 
outstanding among Brooklyn specialty 
shops are the effective wall displays in 
the Shoe Salon and the large trade de- 
veloped by the Budget section among 
small women on 4 B samples. 

The attractive Shoe Salon, rebuilt 
a year ago, displays smart shoes of the 
moment in a recessed wall space at 
easy eye level with spot lighting. This 
lighting though not obvious to the un- 
initiated serves to focus the attention 
of customers on style features from the 
moment of entrance. Huge acorns ar 
ranged at intervals in the recesse.! 
space make an effective background for 
the shoes. 

Through the entrance at the right 
of the salon, one enters the budget sec- 


UNS WIN 
WINTER 





WEEJUNS, running mate of Bass Ski 
Boots, are an item you can't miss with. 
For putting skied-out feet or relief, 
they're tops, and yet their smart styling 
makes them an ideal all-round slipper 
for home, beach, or wherever men's and 
women's feet need real comfort. Stock 
up now for the flurry of winter sales — 
and send for the catalog showing the 
whole Bass Outdoor line. G. H. Bass & 
Company, Dept. BS-27, Wilton, Maine. 





WEEJUNG civstsstco 


tion. Here along each wall an exten- 
sive assortment of 4 B sample shoes 
in many styles and materials is shown 
on slanted racks. Although the racks 
admit of self-service to the extent that 
the customer may select the styles 
which appeal to her, the salesperson 
assists in the matter of fitting. 


Price Opens New Men’s Store 


SACRAMENTO, CALIF. — Bernard W. 
Price, owner of shoe stores in San 
Francisco, Oakland and Los Angeles, 
has opened a new exclusive men’s shoe 
store here at 809 K Street. 

The store building has been remodeled 
along modernistic lines and equipped 
with the latest ideas in streamlined 
windows, furnishings, and decorations 
in preparation for the opening. 

The new store will be under the 
management of Frank Silvestri, for- 
merly of San Francisco, and will fea- 
ture the newest and smartest in men’s 
shoe designs at the one price of $4.85. 


Bender Opens New 
Des Moines Store 


Des MotInes, lowa—Harold Q. Ben- 
der, in business in Des Moines for 15 
years, announces the opening of the 


Bender Shoe Store at 516 E. Locust 


Street, Des Moines. 
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C. P. Baughman Made 
Sales Manager 


Boston, Mass.—C. P. Baughman, 
who has been resident shoe buyer for 
the Associated Merchandising Corpora- 
tion for a number of years, has resigned 
to become sales manager of the Gilash 
Shoe Company of Fitchburg, Mass., 
makers of boys’ and youths’ shoes. 

He has been succeeded by H. J. Sha- 
ber, who, in addition to having owned 
and operated his own shoe store, has 
had, at various times, executive experi- 
ence with the Spencer Shoe Co., of this 
city, the Kresge variety stores and 
Abraham & Strauss. 

Concurrent with Mr. Baughman’s 
assumption of duties as sales manager, 
eight new salesmen have been added to 
the Gilash selling organization, insur- 
ing wider coverage and closer contact 
with sales outlets than ever before. 

Larry L. Lebowitz, 1601 Ocean Park- 
way, Brooklyn, N. Y., heads the list of 
new salesmen representing Gilash, in- 
cluding Herbert L. Borden, 2541 Wal- 
nut Street, Blue Island, Illinois; J. M. 
DeSoto, 3219 Bienville Street, New 
Orleans, La.; R. J. Fythian, Hotel Lan- 
kershim, Los Angeles, Calif.; R. G. 
Moore, 1124 Lenox Avenue, Detroit, 
Michigan; C. E. Siff, 706 North Ala- 
bama Street, Indianapolis, Ind.; Harry 
Watkins, 211 Normandy Avenue, Roch- 
ester, New York; and Fred J. Ser- 
vatius, 529 Moonachie Avenue, Wood- 
Ridge, New Jersey. 


New Nashville Shoe Company 


NASHVILLE, TENN.—The Evanston 
Shoe Company, 518 Church Street, has 
obtained a charter of incorporation 
with $200,000 capital stock authorized. 
Incorporators are Allan M. MacEwan, 
W. C. LeShanna, and A. L. Miller. The 
application for charter was notarized 
in St. Louis. 


WEAR;: - = 


- Devere Joins Display Company 


Bronson, Micu.—C. J. Devere, for- 
merly with the Hecht Fixture Company 
of Chicago, has recently joined L. A. 
Darling Company, here, makers of 
metal display fixtures. 


Cc. J. DEVERE 


Mr. Devere became associated with 
the Hecht Fixture Company in 1916, 
as an employe, and through the years 
steadily progressed, acquiring a part- 
nership in the business. For a number 
of years, until his recent change, he 
was president of that company. 

His experience of 23 years in the 
display industry qualifies him for his 
present position in the sales division 
of L. A. Darling Company. 


Completes 74th Trip 


Bert Custer, southwestern represen- 
tative of the J. P. Smith Shoe Com- 
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FORMAL FAVORITES 





Attractive and Exciting 











B1060 Meshwork of brilliant multi colors 
combined with Gold — Genuine 
Gold Kid Heel and Strap. Gold 
Satin Sock Lining s 
As above combined with Silver— 
Genuine Silver Kid Heel and 
Strap. Silver Satin Sock Lining. $2.40 
21/8 Louis Heel 
AA & B Widths 


The multi colors include Orange 
combined with 





Note: 
—Green—Red and Blue 
Gold and Silver. 


WRITE TODAY FOR OUR CATALOG 


HANNAHSON ; 


HAVERHILL, MASS 


pany, returned last week from his first 
season’s trip over his territory, having 
covered all of his accounts for their 
Spring shoes, delivery of which will 
begin in Chicago. This was Bert’s 
seventy-fourth trips and he is still 
going strong! 
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Nurses’ Shoes 
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§ EYELET 
NURSES’ OXFORD 
IN-STOCK 
Flexible, shape | 
— made 
NEW osco 
SUPER PLIABLE | 
Process 
No. 6144 Black 
Glove Kid. 
No. 6145 White 
Glove Kid. 
AA-EE $1.55 


OWENS SHOE CO. | 
28 Goodhue S?., 
Salem, Mass. 
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Lounge Abouts 
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“LOUNGE ABOUTS”—IN-STOCK 


shoes with slipper comfort 
1101. at Tan 
Dress Raa ee 

| oe wally 


Oakbend 
sole and 
insole. 
Stite hdewn 
const-uction. 6/12. 
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1104, Men's Black . - 
1801. Men's Tan 
Drese Corded 


Ne. 1301 


ye Patent In- 


SERVICE BOOT & LEGGING co. Inc. 
120 East 16th Street, N 
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Men's Romeos In-Stock 


AA ee 


KID ROMEOS Full Leather 
Lined, Tan or Biack, Leather Out- 
and Insole, Steel Shank. 
IN STOCK sizes 5/12 
$145 (a 
* Ee 
rie N/30 
F.0.B. N. 


B0OT & LEGGING Co. ine 


SERVICE 
120 East 16th St. ¥. 

















New Detroit Store Opened 


Derroir, Micu.—A new shoe store 
has been opened at 14342 Harper Ave., 
new east side business section, by David 
Rosenberg, known as David’s Quality 
Shoes. 
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Renews Business Relationship 


INDIANAPOLIS, IND.—Some weeks ago 
the RecorpeR published a news item 
about Charles E. Wilson, 310 Ridge- 
view Drive, Indianapolis, a traveling 
shoe salesman who had been ill, but 
whose health has shown a steady im- 
provement since that time. Shortly 
after the publication of the item, Mr. 
Wilson received a letter from Otto A. 
Fischer of Lawrence, Kan., a former 
customer, whom he had not sold since 
1902. As a result of the correspon- 
dence, Mr. Wilson sent Mr. Fischer a 
catalog and shortly afterward received 
an order for shoes. Thus a news item 
in Boor AND SHOE RECORDER was in- 
strumental in renewing a business re- 
lationship that had lapsed for 37 years. 


Leopold Replaces Old Store 


Nites, OH10— Albert Leopold, who 
has operated a shoe store in this city 
for twenty-seven years, recently opened 
a new store here which replaces the one 
located in the Carter Building. The 
new store, with an attractive front of 
Carrara glass and green Neon sign, 
is a family store adequately stocked 
with a wide line of nationally-adver- 
tised shoes. Joseph Doran is manager; 
Dominic Fasanelli, assistant manager; 
Phyllis Wiery, in charge of the hosiery 
counter, and Josephine Bernard, clerk. 
On opening day hosiery was given to 
all women customers, while souvenirs 
were distributed to children. Mr. Leo- 
pold is one of the oldest shoe dealers in 
Trumbull and Mahoning counties. 





| 539—White Elk 
538—Patent Leather 


Stand outside your store some 
sunny afternoon and count the 
baby carriages rolling by. Then 
say te yourself “There go two 
customers — the child and its 
mother.” Make sure of 
etting both. Sell the Elam line 
or Children. They're better made, 
and dollar-for-dollar, the best 
mothers can buy. And while she’s 
buying Elam’s, sell her a pair of 
dress shoes. Alert merchants 
everywhere make every pair of 
Elam’s mean a two pair sale. A 

post card to us will bring you 
Ri the details. 


F.S. ELAM SHOE CO. 























A AA and EEE discussion. 
(Submitted by R. J. Komosinski, K & M Shoes, Shenandoah, Pa.) 
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SELL THOSE WINDOW SHOPPERS 
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XMAS PRICE TICKETS 


Imprinted Prices on Colorful Seasonal Designs 


DO N 


M 


I 


ra‘ = 


So 











X-2—Red and X-3—Black, red, X-4—Red and 
green on white and gold on white green on white 


background, background. background. 
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Colorful price tickets in The size—1\4" x 254”—is 
the popular price denomi- large enough to attract the 
nations will dress up your 6 Dozen eye, and small enough to 
displays, and make selling $1.10 give the shoe prominence. 
easier. Blanktickets,show- The tickets are attached 
ing the design only, are — f th 

y to any part of the 
also available. 12 Dozen shoe with our Price Ticket 
We have in stock a com- $2.00 Clips which are priced at 
plete selection of designs $4.00 per gross—-$2.25 per 
and color combinations. half gross. 
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We will send a circular showing actual samples, at your request. 
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BOOT & SHOE RECORDER + MERCHANTS SERVICE + 209 SO. STATE ST + CHICAGO, ILLINOIS 





WRITE FOR DETAILS OF OUR ANNUAL SHOW CARD SERVICE 





COLORFUL AND EFFECTIVE BLANK 
SHOW CARD AND PRICE TICKET SERVICE MONTHLY HOLDERS TICKETS 
SERVICE ...New and seasonal dis- ; $5.00 6 100 
play cards and harmonizing price 
tickets every month with informa- ’ 4.00 ‘ 100 
tive messages on style notes, value, 
quality, service, etc. Exclusive fran- . 3.00 2 
chise basis. WRITE for samples 
and further information. . 2.25 
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N. Y. Retailers to 
Convene in June 


RocuHester, N. Y.—Guided by the ex- 
pressed preference of members, the 
New York State Shoe Retailers Asso- 
ciation will hold its annual convention 
next year on Sunday and Monday, June 
16 and 17. 

E. N. Park, a member of the retail 
shoe firm of Park-Brannock Inc., Syra- 
cuse, father of Ernest R. Park, of 
Rochester, president of the association, 
is chairman of the local committee. 
Sessions will be at Hotel Syracuse. 

After the poll of members, 90 per 
cent of whom voted in favor of Syra- 
cuse as the annual meeting place, and 
for a two-day convention in June, the 
Convention Committee recommended 
the change. 

It was approved by the Executive 
Council. 

The date was set after making cer- 
tain it would not conflict with dates 
for the conventions of retail shoe deal- 
ers in Massachusetts and Ohio. 

.Members of the Convention Commit- 
tee are: Harold A. Read, Binghamton, 
chairman; John A. Beaumont, Albany; 
Donald J. Burke, Rochester; C. E. 
Knox, Batavia; H. M. Smith, Penn 
Yan; Fred J. Goetz, Amsterdam; Ern- 
est R. Park, Rochester, and Harry A. 
Chase, Rochester, secretary. 
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New Salesmen Join 
J. Edwards Staff 


PHILADELPHIA—J. Edwards & Com- 
pany have announced that Elliott Wil- 
liams is now representing the Company 
ir the southern territory including the 
entire state of Virginia, south to Flori- 
da, and west to the Mississippi. Mr. 
Williams was formerly with the Juve- 
nile Shoe Corporation. 

William Paxson is now representing 
J. Edwards & Company in the Middle 
West. His territory will include the 
states of Ohio, Indiana, Kentucky and 
West Virginia. He was formerly chil- 
dren’s buyer at Lord and Taylor, and 
more recently represented the Zulick 
Shoe Company. 

Samuel Vaisey, who has been cover- 
ing the Middle Western territory, is 
now in charge of metropolitan New 
York, New York State and New 
England. He is assisted in this terri- 
tory by Spencer Vaisey, who will devote 
his time to servicing accounts in 
suburban New York and Long Island. 


Boston Travelers Annual 
Dinner December 16 


Boston, Mass.—The annual dinner 
and meeting of the Boston Shoe Travel- 
ers’ Association is scheduled for the 


16th of December at 12:30 noon in the 
Chamber of Commerce Building, Boston. 

There will be a New England chicken 
dinner, a peppy floor show, and reports 
will be read and officers elected. 

To bring in a topic of interest to 
manufacturers, jobbers, and salesmen, 
an expert in the Social Security Divi- 
sion of the Treasury Department, will 
be the guest speaker and will explain 
many of the knotty problems and dubi- 
ous angles of the act. The talk will 
be open not only to members but also 
te others desirous of obtaining first- 
hand information. 

In charge of the affair are George D. 
Tucker, president; Fred Pacifici, vice- 
president; Thomas A. Delany, secre- 
tary-treasurer; Fred B. Zepfier, Cedric 
D. Watson, A. P. Richards and Frank 
C. Fowler. 


Transferred to Atlanta Plant 


CowaN, TENN.—H. S. Lord, person- 
nel director and office manager at the 
Cowan plant of General Shoe Corpora- 
tion, has been transferred to a similar 
position with the Atlanta, Ga., plant. 
Robert Davis, promoted from the man- 
ufacturing department, has taken Mr. 
Lord’s place. Mr. Lord had been con- 
nected with the Cowan plant since last 
February. 





The Editor’s Outlook 


PROTEK: Suus 


[CONTINUED FROM PAGE 26] 


misspent September and October but by and large, 
retailing dribbled the calendar and muffed the oppor- 
tunity. You’ve got to get hot and excited over the goods 
you carry if you are going to sell them to this fast- 
moving public of ours. Frankly, it wasn’t retail-minded 
and that goes for shoes and everything else. If we are 
going to snap out of this lethargy, it’s going to take a 
lot of thinking and a lot of standing on your own mer- 
chant feet to drum up ‘public interest in shoes in the 
early months of 1940. 

You may clearance-sale them into shoe buying but 
you will not be in business long if you keep that up. 
FREE. Lite fe Plastic Display Form ~ Au . Gy You just can’t stand red ink for a major slice of the 
BURSON KNITTING Co. / year. You have got to ~~ into your sore and look 
7 canada MERCURY MILLS, ve at it realistically and ony: Is this business going places 
Order From Us Or One of the Following PROTEK-SHU JOBBERS by doing thing» or is it just 0 chelf-warmer for stock 

CONNECTICUT piiNNESOTA that grows staler day by day?” There certainly is a 
difference between a “coming” business and a “going” 
business. Look at the two words and think what they 


- Brook! 
New York City mean. 
NORTH. DAKOTA 
The Dacetas TeuSyLVANIAT es oo This isn’t a soliloquy on the slump. It’s a cry for an 
P. P. Lagomarsine Corp... Phi is q"y P- ry 
ao cng SOUTH BaKorA rasares abiding and a burning ambition to put more salt and 
WASHINGTON spice into shoe retailing for it takes more than a name 
and a mat service to make cash registers ring—the mer- 
chant “self-help” is the keynote for “self-progress.” 


—keep them new-look- 
ing when worn under 
galoshes. 


You'll be amazed at the big im- 
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Direct Mail Suggestions 
[CONTINUED FROM PAGE 23] 


“Tops among the preferences re- 
vealed by the survey are hosiery, slip- 
pers, bags. Many men said they would 
like shoes in the better grades, $5 to 
$10. For such gifts, the kind folks 
list when asked to state their prefer- 
ences, come to (store name). 

“(Store name) sensible gifts for 
thoughtful, gracious giving include 
economy of time, energy and money for 
you. Convenient displays make it easy 
to choose appropriate gifts in a cheer- 
- ful, holiday atmosphere.” 


Another idea for using the mail is 
to sell hosiery to business executives. 
Small offices such as insurance or law 
offices and the like, are the best pros- 
pects. If personal calls can be made, 
so much the better. To enclose with 
gifts chosen, which you will wrap for 
presentation, use a slip or card read- 
ing, “(Store Name) will gladly ex- 
change this gift if the size is wrong.” 
Some stores have sold executive gift 
certificates for shoes to be used as 
gifts. The best time for solicitation or 
letter is between December 1 and 15. 


Dear Sir: 

Do you want to give your employees 
gifts they will really welcome? Con- 
sider these: 

A gift order on us for a pair of 
shoes, ($5 to $10). 

A box of silk hosiery for the women 
on the list. 


A pair of good silk hose, attractively | 


boxed. 

Or a gift order for a_ specified 
amount, and let them make their own 
selections. 

Either way, it’s a great idea! Sure 
to please. I’ll call whenever you say, 
if you’re too busy to come in. My 
phone is . Signature. 

In smaller stores, salespeople can 
write cards to their personal custom- 
ers when not busy, getting them ready 
in advance of mailing date. They can 
be written in long hand, on govern- 
ment postcards—thus covering a list 
of a thousand names for only ten dol- 
lars, or any portion thereof at only 
one cent per customer. 


“Dear Mrs. Blank: 

“Like most folks, you'll probably 
want to give useful gifts this Christ- 
mas. Certainly there are no more use- 
ful gifts than shoes, slippers, hosiery, 
bags and the other equally practical 
things you'll find here. 

“Perhaps you'll be surprised to know 
that a customer survey made last year 
by a large store brought out the fact 
that men really want such gifts as 
good shoes, slippers and shoe trees. 
Slippers, bags and hosiery continue to 
be tops among the ladies. While both 
men and women said they disliked to 
receive ‘do-dads.’ 

“Another thing about such gifts that 
you'll probably appreciate is that they 
are inexpensive—they help to stretch 
the Christmas budget. 
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=< Specify 

Sg RELETHA 


and get 


rich, authentic colors that 
match popular shades of 
upper leathers 


2 


sock linings that lay flat 
in the shoe—do not wrin- 
kle or scuff 


3 
a fine, leather-like sur- 


face that resists wear— 
keeps its good looks. 


RELETHA 
SOCK 
LININGS 


make better looking 
shoes 
¢ ¢ ¢ 
that sell easier 
¢ ¢ ¢ 
and stay sold 
¢ ¢ ¢ 
because the superior good 
looks of RELETHA are built 
on superior durability. 
Write for samples. 


PROSPECT MILLS CORP. 
15 Chestnut St. 
CAMBRIDGE, MASS. 


KE Rew he 


QUALITY SUBSTITUTE 
LININGS and HEEL PADS 


SOCK 





“When you come in will you please 
ask for me? I'll be very glad to show 
the whole assortment of gift ideas to 
you.” 

(Signature. ) 

Of course, you should back this up 
with the “sampling display” plan sug- 
gested in the first article of this series. 
This plan is to have samples of every 
sort of merchandise you carry con- 
veniently displayed so that the cus- 
tomer can study, and handle them, if 
desired. Which is very important at 
Christmas time. Gift seekers like to 
browse around without being rushed, 
yet they want prompt, efficient service 
once they see something they like. All 
of your displays and advertising must 
be backed up by the right sort of ser- 
vice by your salespeople—friendly and 
helpful, but not hurried or aggressive. 
That’s the final step in successful gift 
promotion. 


Frederick’s Store Celebrates 
100th Anniversary 


SOUDERTON, Pa.— Frederick’s Shoe 
Store, here, is celebrating its 100th an- 
niversary this year, an event quite un- 
usual in the retail shoe trade. J. H. 
Frederick, founder of the store, was a 
director of the National Shoe Retailers’ 
Association for a number of years. He 
managed the original shop on Central 
Avenue until 1864, when he moved it 


FOR LEATHER 


to 153 Main Street. His son, Jonas, 
later took over the business, opening a 
shoe department in connection with the 
repair shop in 1865. Harvey, his son, 
took over the business in 1910. Ten 
years later he moved it to its present 
location at 130 Main Street. Mrs. 
Laura Frederick now owns and oper- 
ates the shoe repairing business and 
shoe department, assisted by her sons, 
LeRoy and Floyd. 

The present store has four depart- 
ments—men’s, women’s, youths’ and 
children’s, as well as the original repair 
department. It carries many adver- 
tised lines for the entire family. A 
large collection of shoes from all parts 
of the world, and a unique display of 
a complete antique shoe repair shop is 
on display at all times. 


Fluorescent Lighting in New 
St. Paul Store 


St. Paut, Minn.—The new Trade- 
home Shoe Store, opened recently at 
371 Wabasha Street, here, uses the new 
fluorescent lighting which was intro- 
duced so successfully this Summer at 
the New York World’s Fair. Consider- 
able thought was given to planning the 
interior and lighting of the store, be- 
cause it will handle women’s shoes ex- 
clusively. This store, the 12th in the 
Tradehome group, marks the 18th anni- 
versary year of the organization. 
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SALESMEN WANTED 


SALESMEN WANTED 


POSITION WANTED 








SALESMEN for Lewistene © and Arkan- 
sas—Mississippi—Georgia and Florida. 
Require services of men who , oe. sold 
shoes in these territories and want to 
make more money, When writing, state 
previous connections and age. Address 


SHU-STILES, INC. 


1214 Washington Ave., St. Louis, Mo. 








SALESMEN WANTED 


real money making opportunity for 
livewire salesmen. New arrangement 
of territories creates vacancies for men 
to sell a fast style line of women’s in- 
stock novelty shoes to retail $1.49 to 
$2.49 in the following states—Indiana, 
Illinois, Ohio, Michigan, Pennsylvania, 

irginia, West Virginia, Kansas, Mis- 
souri, and Kentucky. New novelties 
sent every week. Proven patterns from 
the best factories in this grade, priced 
right, commission basis only. Give full 
details as to ability, experience, age, 
territory covered, present and past em- 
ployment. 


BOSTON NOVELTY SHOE CORP. 


120 Lincoln St., Boston, Mass. 








SALESMEN WANTED 


Large advertised line of athletic footwear, 
consisting of a ximately 150 numbers in 
stock. Territor open— Philadelphia, — 
more, Washington, Chicago, Florida and N 
Jersey. Only experienced men wanted 


Address 501, Care 
BOOT & SHOE RECORDER 
239 West 39th Sirect, New York, N. Y. 











pdm SALESMAN wanted to 
St. Louis in-stock house featur- 
Peautiful line of women’s novelties, sports 
wn ‘ords, and arch shoes to retail at st 95 up. 
Commission basis Dy payable y until 
proven deservi account. _Terri- 
tories open Oklahoma ot Texas, a, 
Arkansas and Louisiana, Tennessee, Mississi 
In reply give references, age, amount of 
for past five years, and whether you cover ter- 
ritory by car. Address $500 Boot and Shoe 
Recorder, 1627 Locust Street, St. Louis, Mo. 





WEL known trademarked children’s line and 
women’s low priced novelty line want men 
in southern Illinois, Indiana, Towa and Okla- 
homa. Both lines stocked Chi . Com- 
mission only. 

Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 





SAL sESMEN Wanted to carry full tine of 

ladies’ arch type shoes. $2, $3 and $4 re- 

tailers. One who is familiar with Massachu- 

setts retail) trade preferred. Address $493, 

care Boot & Shoe Recorder, 140 Federal Street, 
ton, Mass. 





SHOE SALESMAN _WANTED—For manu- 
facturers line of Men's $3.00 Retailers in 
Welt Dress Shoes. For department stores and 
volu:.c buyers case lot proposition. Limited 
territory available. State references and ex- 
perience. Reply $492, care Boot & Shoe 
Recorder, 140 Federal St., Boston, Mass. 





ANTED: Salesmen to carry as a side line 

about 15 outstanding sport oxfords, in stock, 
widths, to retail at $2.45. State territory 
travelled, experience, etc., in your letter. States 
cpen: Washington, lifornia, Nevada, 
Idaho, Utah, Arizona, New Mexico, ‘Colorado, 
Wyoming, Montana, North and South Dakota, 
Texas, Arkansas, Mississippi, Kentucky, In- 
diana, Illinois, Michjgan, New York and New 
England. Address “3488 care Boot & Shoe 
Recorder, 140 Federal St., Boston, Mass. 


SALESMEN Wanted for North and South 
Carolina, Georgia, Florida, Alabama, Texas 
and Oklahoma. In-Stock line of formal eve- 
oe shoes, Sandalized and Dress Type Street 
Retail at $3.00 and $4.00. Salesmen 
with established trade preferred. Strictly 
Commission. Can he carried with non-con 
flicting line. In replying give references and 
accounts sold. HANNAH SONS SHOE 
COMPANY, HAVERHILL, MASS. 








ALESMEN WANTED for an in- era line 
of Women’s Novelty Sport Oxfords and a 
large line of arch support shoes in Texas, Okla 


homa, Louisiana, Georgia, Alabama, and Florida 


on commission basis. Only experienced men 
wanted. Address 2502, care Boot & Shoe 
a 239 West 39th Street, New York, 








POSITION WANTED 








EXPERIENCED SALESMAN 


12 years with one firm, desires connec- 
tion with reliable factory, manufac*tur- 
ing women’s shoes to retail from $4.00 
to $8.00, for Chicago and Central West 
territory. Has following of first class 
accounts, very good sales record and 
excellent references covering his abil- 
ity, character and integrity. Highest 
grade representation guaranteed. 


Address Box No. 498, 
care BOOT AND SHOE RECORDER, 
209 S. State Street, Chicago, lilinois. 











15 YEARS metropolitan experience as sales- 

man, manager and buyer, men’s and 
women’s better grade foot wear. 11 years with 
present employer. 36 years old. Married. 
Will go anywhere. Address Box 489, care 
Boot and Shoe Recorder, 209 S. State St.. 
ae Til. 


SHOE DEPARTMENT MANAGER women’s 
hetter grade shoes desires connection with 
reputable firm; zoe. ambitious. Address 
2499, care Boot Shoe Recorder, 239 West 
39th Swureet, New York, N. Y. 





ANAGER OR SALESMAN, 23 rs’ old, 
college graduate, eight years in and 
Private Retail SHOE EXPERIENCE, secks 
position in Hawaii. Ready any time. Refer- 
ences. Dick R. Robbins, Burlington, Kansas 








DEPARTMENT WANTED 


EN’S OR CHILDREN’S SHOE ODE- 

PARTMENT in department store or shoe 
store, medium and better grades; South only. 
Address £490, care Boot & Shoe Recorder, 23% 
West 39th Street, New York, N. Y. 








FOR RENT 


Fok RENT: Corner, in county seat. 51 miles 
from Chicago. Farming and industrial center 
town, 6000, drawing from 30,000. “Tops” for 
popular shoe store. Next door to National, 
three doors from Woolworth Super Store. 
dress Box $495, care Boot & Shoe Recorder, 
209 S. State St., Chicago, Illinois. 





“OR RENT: "Mezzanine “Floor “for Ladies’ 
and Children’s Shoes in well established De 
partment Store, 100% location; Address J. C. 
sapaner. 1071-73 Sixth Avenue, San Diego, 
a 





_ LINE WANTED — 








ANTED: By reputable merchant with large 

clientele and excellent business location in 
one of hest cities in the south; large weekly all 
year-round weekly payroll not affected by 
weather, agricultural or industrial conditions; 
reputable line of Women’s and/or growing girls 
shoes to retail $3 to $5. Will make weekly 
report and remittance and furnish satisfactory 
bond. Address 2497, care Boot & Shoe 
_— 239 West 39th Street, New York. 
E? XPERIENCED ~ SAL ESMAN. | seventeen 

years on road desires line of in-stock’ popu 
lar priced Women’s Novelties for Eastern Penn- 
sylvania. Address £494, care Boot & Shoe 
ee 239 West 39th Street, New York, 


LINE ¥ WANTED: $60, 000. ” Annually produc 

ing employed Louisiana representative in- 
vites negotiaticns. Address Box #491, care 
Boot & Shoe Recorder, 239 West 39th Street, 
New York, N. Y 





FOR LEASE 





Lspeure Woman's Wear Store, in Muscle 

hoals District, long established, 100 per 
at location. College, Industrial and Agricul 
ture town, will consider leasing shoe depart- 
ment. Store will be modernized and ready for 
Sering business. Address 2433, care Boot & 
Shoe Recorder, 239 West 39th Street, New 
York. N. Y. 








pe wey should be counted. 





CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisement is 4 cents per word for all undisplayed advertisements. Mini- 
mum charge, 75 cents. For all other classified advertisements the rate is 7 cents per word. Minimum charge, $1.25. 


When a box number is desired twelve words should be added for the address. 


The rate for all display classified advertisements is $5.00 an inch with a maximum of 46 words. 
Classified ‘advertising is payable in advance. 
5 Advertisements for this page must be in our New York office on Friday of the week preceding publication. “™® 


In all other cases each word of the 
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MERCHANTS’ NEEDS 





FRAP RSNSSSSSSSSSHSlSSRNs 


: PROFESSIONAL BALLET SLIPPERS | 





Dancing shoes bring you more business. 
You'll sell a pair of dress shoes with every 
pair of ballets. 

Elk sole, soft toe ballets, from size 7 in- 


fants’ to 9 women's, per pa’ 
— or pearl grey nature sandals, 


white hard toe profes- $2 
sional un, per_pair 
WRITE FOR CATALOGUE H 


AMERICAN TOE SHOE COMPANY, 
125 West 45th S?}.. N.Y. GC. § 
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The Complete Line of 


ORNAMENTS 
AND SPars 


Buttons and Zippers 

Manolis Manufacturing Co. 

4248 Ne. Crawford Ave., 
Chieage, til. 








He Was There, Too 


In a news item regarding the meet- 
ing of the salesmen of the Rohn Nu- 
Matic Shoe Company at the Schroeder 
Hotel, Milwaukee (November 11th is- 
sue, page 52), the name of Charles 
DeMint was omitted from the list of 
those present. Mr. DeMint would like 
to have it understood that he was very 
much there. He is now back in his 
territory with his new Spring line. 


Decontamination of Footwear 
In War Time 


LONDON, ENGLAND—In war time 
Britain where every man, woman and 
child carries a gas mask as a precau- 
tion just in case Hitler should forget 
some of the polite rules of war, the 
Government Chemical Research De- 
partment has issued some simple direc- 
tions on how to cleanse footwear con- 
taminated with droplets or smears of 
blister gas. The use of strong chem- 
icals, such as chloride of lime, is in- 
jurious to the leather and, of course, 
boiling is quite out of the question. The 
official method is to soak the boots or 
leather articles in cold water for one 
hour and then to transfer them to 
warm water, 50 deg. Centigrade, for 
six hours. The Research Department 
states that this method does not, when 
carefully carried out, damage the 
leather and out of 109 articles tested, 
pronounced damage occurred only in 
nine cases. All the other articles, which 
included shoes, boots, bags, gloves, etc., 
remained serviceable and the conclusion 
was reached that the warm water de- 
contamination treatment can be safely 
applied to a very large number of 


MERCHANTS’ NEEDS 
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~ WANTED TO PURCHASE 











HEEL REST 


Developed by the 
plastic industry 


$1 Doz. * 9 Gross 
WINDOW ART DISPLAY 


1324 Washington 
St. Louis, Mo. 








Buyers of Surplus Stocks 


We will buy jus or entire stocks of shoes 
from manuteturere, Jebbers er retailers. 


QUANTITY NO OBJECT 
KIRSCH-BLACHER CO., Inc. 
106 Duane St. New York 
Phone WOrth 2-5377 and 5378 








leather articles in common use. The 
main snag in the treatment appears 
to be in the drying, so many people will 
be tempted to dry their decontaminated 
goods quickly and in consequence the 
leather will contract and harden. 


Salesmanship Class 
Sells Shoes 


PROVIDENCE, R. I.—Lending an un- 
usual bit of cooperation to local stu- 
dents studying the art of salesmanship, 
The Outlet Co. allowed more than 100 
members of the salesmanship class of 
Cranston High School to serve as stu- 
dent salespersons for one day. The 
girls and young men were assigned to 
various departments, three girls being 
assigned to the store’s shoe department, 
where they worked alongside veteran 
saleswomen and acquired some first- 
hand information on meeting the con- 
suming public. 

The girls in the shoe department 
each had separate salesbooks, wrote 
out their own sales, did the fitting and 
served the customers on their own hook. 
These girls were assigned to the sec- 
tion featuring lower priced shoes so 
that fitting technique was relatively 
unimportant. One girl booked orders 
very close to $30 and all three did bet- 
ter than anticipated. 

The event was advertised in the Out- 
let’s newspaper advertising, the names 
of all participating students being 
printed. The Outlet urged their friends 
and relatives to visit the store to meet 
these students. 





WE BUY 
Entire or Surplus Wholesale and Retail 
Stocks. Alse randed Shoes such as 
Walk-Over, Florsheim, Enna-Jettick, Vital. 
ity, Arch Preseryer, Queen Quality, Bos- 
tonians, Stetson, Red Cross, Nunn-Bush, Ete 
IRVIN RUBIN 
“The House of Jods” 
88 Reade St., Cor, Church 
Phone Barclay 7-7887 New York City 








SHOE STOCKS BOUGHT 
Complete or Part 
Wholesale or Retail 


BARIS SHOE COMPANY, Inc. 
79-81 READE STREET, NEW YORK, N. Y. 
Telephone WORTH 2-5180-5i8! 




















PATENT YOUR ID 


ANY Seale or Trade Mark 





Narrow Fluctuations 
In Hides and Leather 
[CONTINUED FROM PAGE 38] 


leather, an average of B and C grades 
of chrome calf at 43 cents per square 
foot for women’s shoes, 45 cents for 
men’s shoes. 

Tanners’ Council estimate of shoe 
production for October was revised up- 
ward from 33,000,000 pairs to 35,000,- 
000 pairs. November boot and shoe pro- 
duction will be about 29,000,000 pairs, 
the Council estimated. This compares 
with actual production in November, 
1938, of 30,054,000 pairs. 


Opens New Family Store 


DENISON, Iowa—A. L. Scholl, opera- 
tor of a shoe store in Harlan, Iowa, 
has taken a lease on the basement of 
McKin Hall, here. He has redecorated 
the rooms and installed lines of men’s, 
women’s and children’s shoes, also sev- 
eral lines of men’s and women’s hos- 
iery, and opened for business on No- 
vember 4 under the name of Scholl’s 
Shoe store. Arlen Germeroth is man- 
ager. 





JANESVILLE, Wis.—Sid Weber, in ob- 
serving his 15th anniversary in the 
shoe business here, reproduced in his 
newspaper advertising for the event a 
story from the local paper concerning 
his opening in 1924 and a bit of chatter 
under the caption, “Sid Says,” as fol- 
lows: 

“Fifteen years ago this month... 
during the previous year four Janes- 
ville shoe stores closed their doors—the 
war boom aftermath. And folks had 
accused shoe merchants everywhere of 
profiteering! 

“Fifteen years of steady grind, six 
days a week, if you please, and many 
weeks seven, usually until 9:30 at night 

. in perhaps the most nerve trying, 
time-taking, detail involved, but still 
the most fascinating of businesses. It 
WOULD be tough if we didn’t love it. 

“And now another war, with its in- 
creased wholesale prices and business 
risks . . . shoe merchants absorbing 10, 
20, 35c price rises at a time they can 
ill afford it. Whenever you feel like 
word flaying your shoe man, hold your 
fire ... he might be a better friend than 
you figured, whether it’s us or any 
other shoe man.” 


T. W. Lloyd Named 
Sisson-Weldon Buyer 


BINGHAMTON, N. Y.— Theodore W. 
Lloyd has recently assumed the man- 
agement of Sisson Bros.-Weldon Com- 
pany’s second-floor shoe department, 
buying men’s, and women’s shoes. Mr. 
Lloyd was formerly shoe buyer at Ray- 
mond’s and the Shepherd Store of Bos- 
ton, Mass. 

At Sisson’s he succeeds Carl D. 
Moore, who has resigned after being 
connected with the store for eight 
months as buyer and four years as 
salesman. 

Mr. Lloyd is making a study of local 
shoe merchandising for the purpose of 
drawing up a program for his depart- 
ment which will result in numerous 
changes of policy. 


U. S. Rubber Declare Dividend 


New YorkK—A dividend of 6 per cent 
was declared on the outstanding 8 per 
cent non-cumulative first preferred 
stock of United States Rubber Com- 
pany, at the regular monthly meeting 
of the company’s board of directors, 
here, last week, it was announced by 
F, B. Davis, Jr., chairmn and presi- 
dent of the company. Dividend is pay- 
able December 22, 1939, to stockholders 
of record December 8, 1939. The last 
previous dividend on this stock was 2 
per cent paid on September 22, 1939— 
making a full year’s dividend of 8 per 
eent declared from this year’s earnings. 
With the 4 per cent paid this year from 
1988 earnings, a total of 12 per cent will 
have been paid in dividends during 1939 
on the company’s first preferred stock. 
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- feng *F GUIDE. 


BOOTS AND SHOES 


AMERICAN TOE SHOE CO., New York City ......... 
BASS, G. H., & CO. Wilton, Me. 

BROOKS SHOE MFG. CO., Philadelphia, Pa. ... 

BROWN SHOE COMPANY, St. Louis, Mo. ....... 
COON, W. B., CO., Rochester, N. Y. Sets 
CRADDOCK-TERKY SHOE CORP. Scheie: Va. 
DOUGLAS, W. L., SHOE CO., Brockton, Mass. 

ELAM, F. S., SHOE CO., Rochester, N. Y. 

FOSTER, WILBUR K., Haverhill, Mass. .. 

GOODRICH FOOTWEAR, Watertown, Mass. Front Cover 
GOODWILL SHOE CO., Holliston, Mass. Secs tat ca as zene ae 
GREEN SHOR MPG. CO., Bestem, Mass. ...... 22.0... e ee cece ececee ‘Back Cover 
HANNAHSONS SHOE CQ., Haverhill, Mass. : 
MISHAWAKA RUBBER & WOOLEN MFG. CO., Mishawaka, Ind. 

MRS. DAY’S IDEAL BABY SHOE CO., Danvers, Mass. .............. 

OWENS SHOE CO., Salem, Mass. ................000000055- 

QUEEN QUALITY SHOE CO., St. Louis, Mo. ........ pa 

SAKS, M. J.. SHOE CORP., New York City 

SERVICE BOOT & LEGGING CO., New York City 

TWEEDIE FOOTWEAR CORP., Jefferson City, Mo. ................ 

VITALITY SHOE COMPANY, St. Louis, Mo. 

WINTHROP SHOE COMPANY, St. Louis, Mo. 

WOHL SHOE COMPANY, St. Louis, Mo. 


LEATHER AND OTHER MATERIALS 


ALLIED KID CO., Boston, New York, Philadelphia : 
HUBSCHMAN, E., & SONS, INC., Philadelphia, Pa. .................... 2nd isan 
KISTLER LEATHER CO., Boston, Mass. 

LEVOR, G., & CO., INC., Gloversville and New York. N. Y.. rte 

OHIO LEATHER CO., Girard, O. Seideet Seaae kc lesens 
VAN TASSEL LEATHER CO. Norwich, Ghee. 


MACHINERY, LASTS, MFRS.’ SUPPLIES, DRESSINGS, ETC. 


COMPO SHOE MACHINERY CORP., Boston, Mass. .................. 
GOODYEAR TIRE & RUBBER CO., Akron, 0. ....................... 

LIMA CORD SOLE & HEEL CO., Lima, O. ............... cece eee enees 3rd a 
LITHOX CORP., THE, Wapakoneta, 0. : , 
MEARS, F. W., HEEL CO., Boston, Mass. ............ 

PROSPECT MILLS CORP., Cambridge, Mass. ......................... 
STEWART & POTTER CO., Brooklyn, N. Y. 

UNITED SHOE MACHINERY CORP., Boston, Mass..................... 


STORE EQUIPMENT AND ACCESSORIES 


BURSON KNITTING CO., Rockford, Ill. 

FRENCH, MURRAY C., CO., Denver, Col. wepnceerias 
ESL ES ES Dit oe a A 
SHOR PORM COMPANYS, Auburn, N.Y. ..........00 0c cece ces 
WINDOW ART DISPLAY CO., St. Louis. Mo. 


MISCELLANEOUS 


BARIS SHOE COMPANY, New York City 

IRVIN RUBIN, New York City . RNa is v6 aw kde aa Th ce eibes 
KIRSCH-BLACHER CO., INC., Slew York City 

NATIONAL SHOE FAIR, Chicago, Il. 

POLACHEK, Z. H., New York City 

SOUTHERN SHOE EXPOSITION, Birmingham, Ala. 

TOLMAN-DAVIDSON ADVERTISING PRESS. INC. Boston, Mass. .......... 








